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With Which is Combined 
Goop HARDWARE 


A Light Flashes 
in the Darkness ! 


A Rope Holds 
in an Emergency ! 


Both mean Safety. Modern equip- 
ment is designed not only for durability 
and service but also to advance the cause 
of Safety. 

Columbian, the Guaranteed, Water- 
proofed Rope is a modern line possessing 
a combination of advantages found in 
no other rope. 

It is a beacon of safety on land or sea. 
Look for the Red, White and Blue 
Markers. ‘ 


COLUMBIAN ROPE COMPANY 
352-380 Genesee Street 
Auburn, “The Cordage City’, N. Y. 


BRANCHES: NEW YORK CHICAGO 
BOSTON NEW ORLEANS 


Publist. 2d Every Other Thursday 








IS NEEDLESS DUPLICATION OF BRUSH ITEMS 
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Buying brushes from everyone who comes along is a menace to brush 
profits. The practice leaves your door wide open for unwarranted 
duplication of brush numbers. That clutters up brush stocks, slows 
down turnover and kills profits. 


Meet competition with modern business methods. Concentrate on 

OSBORN Osborn Brushes and avoid unnecessary duplication of stocks. You can 
meet the brush needs of every customer with Osborn Brushes . . . the 
complete line for independent hardware merchants. 


If your jobber is not prepared to supply you with Osborn Brushes, 
write us. 


THE OSBORN MANUFACTURING COMPANY 
5401 Hamilton Avenue - - - Cleveland, Ohio 


Sales Offices: New York, Detroit. Chicago, San Francisco 
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The above illustration is reproduced 
from a recent advertisement in the 
Saturday Evening Post. 











THE FASTEST SELLING 


aS SURVEY among representative 
hardware merchants confirmed the fact 
that YALE deadlocks, deadlatches and 
springlatches are the most popular and sale- 
able auxiliary locks because they are known 
everywhere for their dependability. 


To further increase your sales, we are adver- 
tising YALE Auxiliary Locks in the Saturday 
Evening Post and other consumer magazines, 
read by millions of families. 


We especially recommend that you stock and 
display the following highest quality YALE 
Deadlocks and offer them to customers as the 
best means of insuring maximum security: 


No. 197 YALE DEADLOCK: two vertical 
bolts of hardened steel join the door and jamb 
into an inseparable unit. It is approved by 
The Underwriters’ Laboratories. 

No. 10 YALE DEADLOCK: the “steel bar 
deadlock” that throws a heavy hardened steel 
bar across the door. 


No. 44 YALE DEADLATCH: “the lock that 
never forgets”: deadlocks automatically when- 
ever the door is closed. 


Demonstrate these locks at every opportunity 
and show your customers the importance of real 
protection. “The name YALE helps the sale.” 


THE YALE & TOWNE MFG. CO. 


STAMFORD, CONN., U.S.A. 
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Wl It PAYS TO FEATURE 
ILCO SCREEN DOOR CLOSERS 

















Every Home Owner A Prospect 






















The market for the sale of Ilco Screen Door Closers is practically un- 
limited. Every screen door that is put up this Spring and Summer should 
have a screen door closer. Just estimate your share of this available busi- 
ness in your territory. 


The retail prices of Ilco Closers range from $0.75 to $2.00. If you feature 
and push their sale, stressing the comfort, silence and efficiency which are 
derived from their use, you will, undoubtedly, obtain a good volume of busi- 
ness and at an interesting profit. 


Ilco Screen Door Closers are made of the finest materials by expert work- 
men. They are built to withstand hard use, and the elements have no effect 
on them. Moreover, their value to consumers is increased through the 
fact that they can be transferred to storm doors in the Fall. 


The Independent Lock Company has developed a complete merchandis- 
ing plan to help you build profits with their Screen Door Closers. It in- 
cludes a working display, window or counter display card, consumer 
folders and newspaper advertising mats. Combined with the new packag- 
ing, this material will give you a surprisingly profitable season on Ilco 
Screen Door Closers. Send for full details. 
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FASTER SALES- 
REPEATED SALES 
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further their appearance of quality. 
But Panther-Dragon sales do not depend 
solely on good looks. These tapes are 
easier to use because their freshness is 
preserved in Cellophane and because 
their stronger green cores eliminate 

ANTHER and Dragon Commercial **Roll-End” waste. They last longer be- 

Tapes show. faster initial sales be- cause they are made of superior 
cause they appeal first to the customer’s materials by the true friction process. 
eye. Striking Panther displays, combined This is completely assured by the Okonite 
with the modern packaging of Panther Company’s reputation in the trade and 
and Dragon Tapes, quickly attract at- that is why customers again and 
tention and lighten your sales efforts. [igi ¥ again buy Panther and Dragon 
And the rolls themselves, wrapped “i Tapes. For better acquaintance send 
in glistening, air-tight Cellophane for the booklet shown here and ask 
around distinguishing green cores, A your wholesaler for details. 






























HAZARD INSULATED WIRE WORKS 
THE OKONITE COMPANY 


Factories . . . . . WILKES-BARRE,PA. . . PASSAIC, N. J. [® RUBBER TAPE 


N2 ‘4 _THE “OKONITE « COMPANY * ya 
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GLOOM Is pan 
BEING LIFTED ~—— 


TH the mental gloom of the depression being dis- 
pelled, it's only natural that an actual brightening 
up should take place. 


Paint is going to be needed—lots of paint. Think of all 
the houses that have been paint-thirsty for the last four 
years. They'll get it now—more and more of them, as 
conditions grow better. 


Good business ahead for paint retailers. Get your share. 


Although conditions are better, price still counts. 
People don’t spend carelessly any more. They want value. 





Simmons gives the paint retailer a business-getting price 
_ advantage. Simmons can do that, because of low manu- 
facturing cost, low distributing cost. 


Mail this coupon today. 





Simmons Hardware Co. 


St. Louis, Mo. With Simmons’ three lines of paint at three different 
Send complete information about your profit-build- price-levels you can successfully reach all types of paint 
ing Paint Merchandising Program. users—from those who want the very best to those who 
must still count pennies. 

ee cre ey eo ee ee 

Talk it over with the Simmons Salesman, or write 
ES cy... 5 sh oa aie ea aie direct to us. 
Signed By . a 5 9:1. c ae ea 











SIMMONS HARDWARE CO. BetrrTSe 


GUARANTEED ; 


Manufacturers and Distributors 


St. Louis, U. S. A. 
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TO RENEW PAD, FOLD 2/s YDS. 

NEW CHEESE CLOTH, ATTACH WITH 

HOLDING DEVICE. TO CLEAN PAD 

FLUSH WITH HOT RUNNING 
WATER. 








“Give us an Applica- 
tor as Easy to Use as 
Dri-Brite Wax” —said 
Thousands of Users. 


Pictured here is the new Dri- 
Brite Featherweight Applicator 
—entirely different from any 
you have ever seen. Feather- 
weight describes it aptly. For 
this new applicator weighs less 
than twelve ounces — lighter 
than any other ever made. 

Then too, the Dri-Brite Feather- 
weight is the only cheesecloth 
applicator and over a period of 
eight years cheesecloth has been 
proved the best material to use. 
What's more, the cheesecloth 


_ can be instantly removed and 


instantly renewed. Simple 
springs do the trick. 
Altogether, the Dri-Brite Feath- 
erweight with its many attrac- 
tive features, plus the black and 
silver modernistic design and 
finish really is the perfect wax 
applicator. 

Over thirty million women will 
read about Dri-Brite’s special 9o¢ 
and $1.49 applicator offers this 
Spring. So stock up now. Don’t 
disappoint a single customer. 
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NEW PERFECT ° 
WAX APPLICATOR 


Lypoatiypy 
ipa, Solas. 


ON DRI-BRITE 
FLOOR WAX 


@ PINT APPLICATOR OFFER 


1 Dozen pints Dri-Brite Wax 
1% Dozen Dri-Brite Applicators 
Cost to Yon $6.96 
1% Dozen pints Dri-Brite retail 
@ 75¢ each 
14 Dozen pints Dri-Brite with 
applicators retail @ 99¢ each set 


Your selling price $10.44 
Your Profit $3.48 


@ QUART APPLICATOR OFFER 


1 Dozen Quarts Dri-Brite Wax 
1% Dozen Dri-Brite Applicators 


Cost to You $10.96 


14 Dozen Quarts Dri-Brite retail 
@ $1.25 each 

1% Dozen Quarts Dri-Brite with 
applicators retail @ $1.49 each set 


Your selling price $16.44 
Your Profit $5.48 


You have never seen a wax applicator so’ perfect 
for applying Dri-Brite Wax as the new Dri-Brite 
Featherweight. 

Featured in the tremendous Spring national adver- 
tising campaign for Dri-Brite Floor Wax in Satur- 
day Evening Post, Good Housekeeping, 
Ladies’ Home Journal, McCall’s, Better 
Homes & Gardens,W oman’s Home Compan- 
ion, Farmer’s Wife and Sunset Magazine. 





ee The special 99¢ and $1.49 applicator offers 
_ are bound to attract Dri-Brite customers in- 








to your store. 


Be ponues for the demand the Dri-Brite applicator offers are sure 
to bring! Order from your jobber today. Offer expires June 30, 1934. 


MIRACUL WAX CO., 1322 Dolman St., St. Louis, Mo. 











“CHECK 


| and compare 
| facts like these: 


| "The Westinghouse unit 
_ Tequires no oiling or at- 
} ‘ tention. 


a 

By actual test, the West- 

inghouse uses less current 

than oneordinary lamp bulb. 
* 


Westinghouse refriger- 
ators are sold all over the 
world, in more than 40 
countries. 
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6% to 40% greater owner LOYALTY! 8% to 20% greater owner SATIS- 
FACTION! That’s the lead enjoyed by the Westinghouse Refrigerator over 
all others, according to a nation-wide survey recently conducted. Just 
imagine what this can mean to YOU as a retailer! Investigate at once. 


Get the Facts ... Send for the 


@ Satisfied customers mean satisfied dealers 
...more sales, more profit, less service ex- 
pense. Now, through findings published after 
independent investigation, the Houser Asso- 
ciates of New York report Westinghouse 
owners the best-satisfied and most loyal group 
of refrigerator owners in the world! No wonder 
we say to refrigerator prospects — ‘‘You’ll be 
happier with a Westinghouse.’”’ No wonder we 
say to dealers — “The Westinghouse Fran- 


MAIL 
COUPON 
for your 
free copy 
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Westinghouse Electric & Mfg. Co., 
Refrigeration Div. 


Please send us a copy of the Franchise Comparison Chart, free 
of cost or obligation on our part. 


(H-3), Mansfield, O. 
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FRANCHISE COMPARISON CHART! 


chise is the most valuable in the industry.” 
Why not get the answers to every question 
in your mind about your 1934 refrigeration 
selling plans? The Franchise Comparison 
Chart gives complete details — enables you 
to compare the facts in the privacy of your 
own office... free from “selling pressure.” 
A copy will be sent you without cost or obli- 
gation. Simply drop us a line or mail the 
coupon below. Take this action now! 


EVERY HOUSE NEEDS 
WESTINGHOUSE 




































Myers reputation for quality and reliability is reflected in the long 
established Myers policy of giving more than ordinary values in pump 
and water system performance. 


While prices on Myers Shallow Well Home Water Systems and 
Myers Electric House Pumps have been drastically reduced, and Myers 
Deep Well Water Systems are priced correspondingly low, Myers manu- 
facturing standards remain the same. The same FINE QUALITY—the 
same POPULAR SIZES—the same CAPACITIES—the same PROVED 
PERFORMANCE—<an still be sold and installed with the same confi- 
dence and at lowest prices in history. 


Because the Myers line is com- 
plete in style and size range—be- 
cause Myers quality has been 
maintained—because Myers prices 
have been reduced—and because 
Myers Pumps and Water Systems 
are nationally advertised—Myers 
dealers the country over have un- 
paralleled opportunities for sales 
and profits. 


As a dealer you are interested. 
We solicit your inquiry and re- 
quest for catalog. 


THE F. E. MYERS 
& BRO. COMPANY 
Ashland, Ohio 


AUTOMATIC 
AIR VOLUME 









~-"} DISCHARGE TO HOUSE LINE 


‘eS ‘ ' 
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PUMPS—WATER SYSTEMS—HAY TOOLS—DOOR HANGERS 
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PAINTER BANKER 


HOUSEWIFE 


BUSINESS MAN 





PLUMBER 


CARPENTER 
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VED AN EXTRA SALE ON TAYLOR THERMOMETERS 
onfi- 
-— OF COURSE they’re interested in built, handsomely styled thermom- _ show-cases. Use your windows. Talk 
ie. temperature — every last customer __ eters that are priced to sellrapidly— — weather to your customers. Take a 
een that enters your store. The painter and profitably. Taylor backs your minutetoshowthemthe instruments. 
ices who stopped in this morning for a _ selling effort with strong, continuous _ Point out features that make for 
use brush—he might be interested in a _ national advertising in leading con- Taylor accuracy. Do these things, 
bens Stormoguide to forecast the weather | sumer magazines. and those “extra” sales that are re- 
before he goes out on a job. That Display Taylor Thermometers in- sponsible for so much of your net 
rail housewife who just purchased acan __ side your store—on counters and in _ profit will follow automatically. 

of paint—wouldn’t she appreciate Your wholesaler will supply you 
” a Taylor Bake Oven Thermometer ? with any of the Taylor thermometers 
a. Here is an opportunity for a sur- shown below and further informa- 


< 


prising volume of “extra”’ sales. 
Taylor does everything to help 

you realize this volume by providing 

you with a complete line of quality 









tion on any of the many other tem- 
perature and weather instruments 
Taylor makes. Taylor Instrument 
Companies, Rochester, N. Y. 

















t HELP TO HATCH 
THE EGGS 











ETER. Easy reading—flanged 
to hang over wire or stand— 
white enameled scale 4”’ long, 
with magnifying lens. Priced 


No. 5776—TAYLOR INCU- 
BATIONZONETHERMOM- , (ta) 
















ITELL WHEN 
CANDY IS DONE 


1 PREDICT THE 
WEATHER AHEAD 



















No. 5908—TAYLOR 
CANDY AND JELLY 
THERMOMETER. Range 
60° to 320° F. Nickel silver 
scale. Wood handle. Ad- 
justable clip on back for 
attaching to kettle. 12%" 
over all. In box with in- 
tructions and recipes. 
Priced to retail at $2.00. 









to retail at 75¢. 

TAYLOR TEMPRITE WIN- 
DOW THERMOMETER. (Of 
durable white vitreous enam- 
el. Scale is 814’ x 2”. Priced 
to retail at $1.00. 


' TELL YOU WHAT 
TO WEAR OUTDOORS 
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| ASSURE A WELL- 
BAKED CAKE 


WE GUARD 


HEALTH AND No. 2257— TAYLOR 


STORMOGUIDE, Fair- 





No. 5928—TAYLOR BAKE OVEN 
THERMOMETER. Range approxi- 
mately 200° to 700° F. Scale white 
vitreous enamel figures and baking 
terms in black. 6” high, with recipe 
box and cards. Priced to retail at 
$2.00. 
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COMFORT INDOORS 





No. 5151— TAYLOR 
COMFORTMETER DIS- 
PLAY. Contains twelve 
8-inch thermometers in 
different designs and col- 
ors. They are priced to 
retail at 50€. each. 


fax model. Satin black case 
to stand or hang. Chrome, 
reed trim. Dial grained 
aluminum, unbreakable 
crystal. Automatic allti- 
tude adjustment to 3500 
feet. Priced to retail at 
$10.00 each. 
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+ CALIBER RIFLES 
WITH PEEP SIGHTS 


If you want sales of .22 rifles to come your way, show 
these new models built by Stevens! 









They are real, man’s size, safe, self-cocking rifles — 
handsomely finished — with barrels of famous Stevens 
accuracy —plus Peep Sights! Hooded ramp front 
sight with 3 interchangeable inserts. Receiver rear 
peep sight with 2 interchangeable sighting discs easily 
adjusted for both elevation and windage. These 
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sights offer a strong double sales appeal, 
providing fine sighting equipment for 
both hunting and target shooting. 

These rifles create new interest in shoot- 
ing and open up extra sales possibilities. 
And you can sell them profitably at prices 
that are unheard of in the field of quality 
sporting arms. Just let your customers 
see them! 


.410 SHOTGUNS 
PREEMINENT IN VALUE 


On the farm, in the field—for men, wo- 
men, boys and girls—these Stevens .410 
bore guns furnish real sport or practical 


usefulness. They are shotguns with the 
easy handling qualities and smart ap- 
pearance of the ever-popular .22 rifle. 


Where can guns of this useful size, well 
made, smooth in action, handsome in 
line and finish, be found at prices that 
even approach these in value? With no 
other .410 guns can you cater to so large 
a market, or offer such striking values. 
These guns, and the rifles previously described, 
will be advertised extensively to sportsmen and 
farmers. They will draw customers to yourstore. 
Prepare now to display them. Ask your whole- 
saler for prices. Write us for literature. Do it 
now. J. Stevens Arms Company, Dept. L4, 
Chicopee Falls, Mass. Owned and operated by 
Savage Arms Corporation, Utica, N.Y. 


SAVAGE: FOX»? STEVENS 
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HE WENT OUT TO LUNCH - 








AND "i2xe"" THE BACON — 7 















































| Why Dutch Boy Brings the Volume Buyers 


Painters’ business is volume business. When they 
buy they buy in worth-while quantities. The mer- 
chant who gets their business is the one whocarries 
everything they want. e One of the items they con- 
stantly demand is Dutch Boy White-Lead. So, 
when you make Dutch Boy the cornerstone of 
4 your painters’ line, you’ve taken the most impor- 
tant step in the direction of volume sales. e The 
preference that exists for Dutch Boy White-Lead 
alsoextends tothe other members of ages 


the Dutch Boy family listed below. ~~ 











NATIONAL LEAD COMPANY 


York: 116 Gak St., Buffalo; 900W.1 
ti; 820 W. Superior Ave., Cle 





‘9 putcu Boy (7% WHITE-LEAD 


LINSEED OIL — FLATTING OIL — LIQUID DRIER — WALL PRIMER — COLORS-IN-OIL 
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so rapidly 


Just five short years ago the first roll of Cyclone “Red 
Tag” Wire Screen Cloth was shipped to a hardware 
jobber. It was the first roll of screen cloth to bear that 
famous trade-mark. There was a reputation at stake. 
This new product had to be good, it had to live up 
to a reputation already established by other ““Red Tag” 
products. It did! And today its leadership is recognized. 

There must be a reason. Thousands of hardware 
dealers have found that reason. Specify “Red Tag” 
screen cloth and you will also understand why this 
preference has grown so rapidly. It wasn’t quality alone 
that placed “Red Tag” Wire Screen Cloth out in front, 
and it wasn’t service alone. It was a combination of all 
those elements which are so essential to completely 
satisfy the requirements in today’s merchandising 
scheme. 


became a leader 


Look for the “‘Red Tag” on every roll 


Ke y 








(clone 
“Reayaq” 


WIRE 
SCREEN CLOTH 


Sees 






Send for a sample book, 
If your jobber can’t supply you, 
write us direct. 


CYCLONE FENCE COMPANY 


General Offices: WAUKEGAN, ILL. 
BRANCH OFFICES IN ALL PRINCIPAL CITIES 


SUBSIDIARY OF unren IQS stares STEEL CORPORATION 


Pacific Coast Division: 


STANDARD FENCE COMPANY, Oakland, Calif. 





LAWN FENCE 


BURNER BASKET 
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“RED TAG" GATE 


CATCH-ALL BASKET HARDWARE CLOTH 





15 











Nicholson Files, too, 


appeal to nearly everyone 


5 hae a few minutes some night to 

watch the audience at any indoor 
sporting event. You will see execu- 
tives, bell boys, lawyers, grocers, bank 
clerks, physicians, in short, men of all 
types and businesses. 


Like hockey or basketball, Nicholson 
Files appeal to nearly all classes of 
men. And, because they do, are bought 
by nearly all types of men for home 
or industrial use; thus the opportunity 


to sell Nicholson Files is practically 
unlimited. 


Nicholson File National Advertising 
is now reaching this mass audience, 
telling executives, carpenters, farmers, 
purchasing agents, teachers, and home 
craftsmen about the quality of Nichol- 
son Files. 


If you carry this famous Nicholson 
brand, this advertising is working for 
you. At your jobber’s. Nicholson File 
Company, Providence, R. I., U. S. A. 


Genuine 
NICHOLSON FILES 


FILE FOR 


EVERY PURPOSE 


se 
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ON’ SALE HERE 


REG. U. S. PAT. OFF. 
Non-Arsenical 
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REG. U. S. PAT. OFF. 

























THERE are two important reasons why: dé 
First. The big demand today is for a non-arsenical insecti- 
cide. DUTOX is non-arsenical; it contains neither arsenic 
nor lead. Used as either dust or spray, it KILLS the pests NON-ARSENICAL INSECTICIDE I 
(beetles and leaf-eating insects). 


Second. DUTOX.is heavily advertised. 23 prominent 
national and state farm journals carry its welcome message 
of crop protection to over 5,000,000 commercial growers 
and home gardeners plagued by insects and eager for 
relief. Our advertisements send them to you for this relief. 


Thousands of growers near you will shortly be reading 


of DUTOX again. Cash in on this ready-made demand. 
Ask your jobber—or write us. 


THE GRASSELLI CHEMICAL COMPANY 


Founded 1839 INCORPORATED Cleveland, Ohio 
JOBBERS—Write for attractive DUTOX proposition 





NATIONALLY ADVERTISED [i= EY anFarme | 
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P cMade hy a Firm with 95 Years Of Chemical Experiance. | 
| 
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ARLINGTON HOTEL — Headquarters 


for the Southern Jobbers Convention 


The Southern Hardware Jobbers Association and the American Hardware Manu- 
facturers Association have jointly chosen the beautiful ARLINGTON HOTEL 
at Hot Springs National Park, Arkansas, for their Headquarters during the 
coming Southern Jobbers Convention, April 23rd to 26th, 1934. 


To enable you to make this famous hotel your headquarters during the Conven- 
tion we are making the following Special Rates: 


Rooms with Private Bath—Single $3—$4—$5 

Rooms with Private Bath—Double $5—$6—$7 

Rooms with Toilet, Running Hot & Cold Water—Single $2.50—$3—$3.50 
Rooms with Toilet, Running Hot & Cold Water—Double $4—$5—$5.50 


Here you will find not only delightfully pleasant rooms, but the spirit of real 
Southern hospitality for which the ARLINGTON is widely known. 


Come and enjoy the delightful CURATIVE BATHS, in Thermal waters owned 
and controlled by the U. S. Government—the 3 beautiful GOLF COURSES 
with attractive grass greens, the friendly climate and the personal hospitality 


that makes: “The ARLINGTON, a Hotel worth stopping at.” 


W. E. Chester, Pres. & Gen. Mgr. 


The ARLINGTON HOTEL and BATHS 


@ One of the Finest Resort Hotels in America ) 


Hot Springs National Park | Arkansas 


ee 
We will be pleased to send you the interesting booklet illustrating and de- 
scribing our facilities for entertaining you together with the Special Covern- 
ment Bulletin on the BATHS and their curative effects. Write for them. 
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Whenever a man or boy learns how he can knock 
a woodchuck, crow, hawk, or even a coyote “deader 
than a door nail” with a Super-X .22 hollow point, 
he’s a Super-X shooter from then on! 


Western dealers, alert to the sales possibilities 
of this remarkable cartridge, have been telling their 
customers what it will do—and behind their sales 
efforts is Western’s big National Advertising Cam- 
paign reaching millions of shooters. 


Super-X .22’s have enabled hundreds of dealers to 
double their sale of .22 cartridges. In many cases 
sales have more than trebled. It is because Super-X 
long range .22’s have important exclusive features 
that appeal to shooters. Patented features! 


Western’s patented Double Action Powder gives 
Super-X .22’s 50% more power—26% greater speed 
—longer range—and greater killing power at the 
longer ranges. The bullet expands as soon as it be- 
gins to penetrate. 

The patented Lubaloy coated bullet greatly reduces friction 
and wear in the rifle and eliminates the need for grease on 
the bullet. WESTERN GAVE THE SHOOTING WORLD 
THAT REFINEMENT MORE THAN 3 YEARS AGO! 
And of course Super-X .22’s have non-corrosive priming. 
The rifle is always clean— without cleaning. 

When it’s so easy to increase your sales of .22 
cartridges, simply by stocking and featuring 

Super-X long range .22’s, why not do it? 


Get in touch with the nearest Western jobber. If you 
haven't his name and address we will supply them. 
P 


LONG RANGE .22 CARTRIDGES 


Patented 


DOUBLE 
ACTION 
POWDER 


a 
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AT WILL HELP YOUR SA§ES| 
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Hunters, trapshooters, skeet 7 REASONS WHY WESTERN 
shooters, all want ammunition iS BETTER AMMUNITION 
that will Se/p their shooting ... —— ee ee 


that’s whyso many shootWestern. perfectly round. Uniform in size and weight. Highly 
y y The pellets shoot straight to the bird. Irregular 


The Western Seal-Tite Composi- fly crooked 
tion Wad is one of the important 
reasons why Western Super-X, 
Xpert, Field and Minimax shells 


shoot better and se// better. (This 
. WESTERN PROGRESSIVE BURNING POWDER 
feature is patented and controlled Western developed the principle and has patented 
the application of this powder to shotgun shells,as used in 
by Western.) the Supe load. High velocity and longer range without 


Another reason is Western’s con- high cee wameseecene 
trol of shot stringing. Short Shot ... Not just a “dipping in wah” that 


: ! merely protects the surface but a special com- 
String! That featu re has m ad e pound that penetrates the paper. Western 


Super-X the most effective load shells fit your gun and function perfectly. 
ever developed for long range WESTERN SURE-FIRE PRIMER 


Special, non-corrosive primers de- 


shooting. In Western Xpert, Field veloped by Western. Prevent rust and c 
sion. Assure a clean gun barrel and extra pro 


and Minimax shells the length tection for the gun. Sensitive to the hammer 
of the shot column is also scien- —#4 Bive quick, hot-flash ignition. 


tifically controlled to produce ae. Ge tet ot ee ee Patented 


best results. For rifle and pistol * eee oe a> 
° y < tor , ocks 4 . 
shooting, Western Lubaloy car- ead. The a 6=SEAL-TITI 


tridges are in a class by them- ‘cantatas a : ~ Ae B8 Moisture Proof 
- age in our 
selves for accuracy and stopping own mill. Of such uniform high quality 
power 1 that makers of well known watches and other 


precision instruments purchase brass from us 
Why go through another year with- for use in their own products. 

out the leading brand of ammunition? 

Get in touch with the nearest jobber 

and arrange for a representative to 

call. If you haven’t the jobber’s name 

and address, write us. 


Western Cartridge Company 
355 Adams St., East Alton, IIl. 


—— ~ 
Branch Offices: Jersey City, N. J., San Francisco, Ca ( ~ / 
-~ , ed 
a Ce) » 
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LARGEST SELLING LONG RANGE LOAD 
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GENTLEMEN, | 
GENTLEMEN 


your attention 
please! 


OU in the four hundred local Elec- 

tric Refrigeration Bureaus, you 
exclusive Electric refrigerator dealers 
and distributors, you electrical and 
hardware and housefurnishing men 
who sell electric refrigerators, you cen- 
tral station men, you department store 
men. Attention, please. 





The good work the Electric Refrigera- 
tion Bureau has done in aiding you in 
the past three years to record-breaking 
sales of electric refrigerators continues. 


Its field men are hard at work among 
you promoting ideas for sales stimula- 
tion. Their services are available and 
await a request from you. A program 
of spring sales promotion will soon be 
announced. 


Bureau newspaper advertising 

and other promotional aids are 

still available. The central office 

is eager to help you with ideas and 

the experience in hundreds of 
\\ cities on all phases of cooperative 
} electric refrigerator activities. 








We want to help. Call upon us 
when you are ready. 


ELECTRIC REFRIGERATION 
BUREAU 


| — ee | Edison Electric Institute 
A 420 Lexington Avenue New York City 
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EL-WEL-TRA 
TRACE CHAINS 















PORCH 
SWINGS 























PURPOSES 
AND SIZES... 


ACCO Chains are made for every purpose and in AND WELDLESS 


every size from the smallest dog chain to the largest STEEL LOADING CHAIN 
LOG OR BINDING CHAINS 













welded and weldless chains in use today. When you PORCH SWING CHAINS WELL CHAIN 

stock, display and sell ACCO Chains you are build- HAMMOCK CHAINS TRACE CHAINS 

ing trade on the solid foundation of a-complete- SASH CHAIN HEEL AND BUTT CHAINS 
. . . OG CHAINS BREAST AND HALTER 
line-of- ndable-merchandise. Ask your jobber . 

ine-of-dependable-me we e. Ask y j ‘onion deaaen CHANSS 

to check your stock NOW and supply the neces- PLUMBER AND SAFETY REPAIR AND LAP LINKS 
sary items to complete your line of ACCO Chains. CHAIN HOOKS, COLD SHUTS, ETC. 





A GROUP OF BASIC INDUSTRIES under 
- AMERICAN CHAIN CO,., Inc. 
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ACCO 


CHAINS 


@ Everywhere chains are purchased ACCO Chains have earned /eader- 





ship. They are demanded in your community because they are known to 
be strong and dependable. Making thousands of chains daily in every 


size, the American Chain Company is constantly discovering improve- 











ments in chain manufacture for the benefit of your customers. Carry a 
balanced stock of ACCO Chains. Display ACCO Chains. Realize 
your share of the profit on these items of standard mer- 
chandise universally accepted by the buying public. 
AMERICAN CHAIN COMPANY, Inc. 


Bridgeport, Connecticut 











TIRE CHAINS 
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The L:O-F label helps you sell. It protects you 
and your customer. Leave it on. A blue label 
indicates double, a red single strength. 


L:O-F QUALITY GLASS 
is easier to sell and 


gives you a 


ULE 


| \ ATIONAL advertising is a mighty important factor 
in helping a hardware merchant move his stock of 














glass. Libbey: Owens~Ford has told its story in 
national magazines for years. The name is widely 
known. The fact that L-O-F Quality Glass is 
produced by an exclusive flat drawn process and is, 
consequently, brighter, flatter and clearer, is well 
recognized even by the average man in the street. 
That’s why it is easier to sell L-O-F Quality Glass. 
Furthermore, Libbey-Owens:Ford uses lehrs five to | 
six times longer than any others in the industry. The 





glass receives a slower, more perfect annealing. That 
makes it less brittle and easier to cut. There are 
fewer broken lights to eat into profits . . . and you 
keep the long profit that you have on glass sales. 
You can sell more glass by concentrating on L-O-F 
and you will make more money, because your profit 
is protected against “write-offs” for breakage. 





LIBBEY -OWENS-FORD GLASS COMPANY 
TOLEDO, OHIO 


wi pe oun mat 














LIBBEY: OWENS: FORD 
1 QUALITY GLASS 
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Refrigeration Line Meets 


Enthusiastic Reception of New 
Distributing Organization! 


Dealers, Also, Who Have Seen the Line 


Give Tremendous Ovation to the Host of 


New-Type Features. ‘‘They Will Literally 
‘Demonstrate’ Themselves Into Sales.’”’ 


URING the past 8 weeks, distributors by the 

score have come to the great Stewart-Warner 
plant to see a sensational new Refrigeration Line. 
They came! They saw! They bought! 
That is the quickest way to tell the story. Such in- 
stant and enthusiastic reception of a line, by sucha 
large group of experienced refrigeration distributors, 
has never been known before. Dealers who have 
seen the line to date confirm this enthusiasm also by 
their wonderful reception of the great selling fea- 
tures incorporated. 
The amazing ovation given these new Stewart- 
Warner Refrigerators at the Distributor Conven- 
tions resulted in advance orders far exceeding expec- 
tations. There was a feeling of confidence that the 
Stewart-Warner Refrigeration Line for 1934 FORE- 
CASTS PROFITS FOR STEWART-WARNER 
DEALERS MORE GRATIFYING THAN 
DREAMED OF HERETOFORE! 
There’s no doubt about it! The Stewart-Warner 
refrigeration engineering staff HAS PRODUCED 
A TRIUMPHANT LINE OF FAST-SELLING, 
SOUNDLY ENGINEERED REFRIGERATORS. 


New-Type Features Which Practically 


Do Your Selling for You! 


FEATURES? Only 3 are illustrated here. There are 
a dozen others. Any one of them is appealing enough 
to found a whole sales campaign upon. 
And tucked away where it cannot be demonstrated, 
except by years of economical service in the home, is 
an amazing new twin-cylinder, slow-cycle compres- 
sor. An entirely new mechanism —rugged —over-size 
-this feature means greater serviceability, longer 
life, less servicing, less current consumption. 
Every feature of these new Stewart-Warner Re- 
frigerators is advanced—new-type—ahead of its 
time! 
Your sales talk moves swiftly from one surprising 
feature to another. Your prospects will find them- 
selves agreeing with you quickly that here is a 
refrigerator that has EVERYTHING. 
Here, then, is a highly competitive line. In Quality! 
In Price! In Finish! In Eye Appeal! In Perform- 
ance! In Rugged Serviceability! 
AND PERHAPS THE GREATEST FEATURE is 
that the whole sales set-up is built to help you, as a 
dealer, make gratifying profits. We can’t make 
money unless you do. For this reason, therefore, 
the franchise ts written with you definitely in the pic- 
lure as a partner in profils! 
So little of this profitable story can be told 
in this space that we suggest, for your own 
sake, that you hear it all. Write today! 
No obligation. 
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They Came...They Saw! 
THEY BOUGHT! 


STEWART-WARNER 












Instant, 


| pmzpPEy 


This finger points 
to the first part of 
your demonstration 
—the ‘*Feather- 

Touch” Door Open- 
er. The slightest pres- 
sure causes the door to 
swing wide open. Can 

be locked when children 
are about. 


WRITE 

TODAY! 
Hear a New Story of 
Refrigeration Profits! 











These easy-gliding, roller-bearing shelves, remevr- 
able at a touch, may be taken out and used as trays 
ng 


Designed for all types of overseas condi- 
tions. Furnished in all frequencies and 
This wr te A a pea poetic voltages. Applications for distributor- 
wins womens @ rovai at once. new-lype shi > ~4 anizati - 4 
automatic control which makes it impossible to ships from responsible organizations ‘i 
other countries invited. Cable Address 


forget to return refrigeration to normal cycle oage & 
after either operation Speedmeter, Chicago, IIl., U. S. A. 





Stewart-Warner Radios, Headed by Sensational 
*‘Magic Dial,’’ Set New Pace for Sales and Profits! 


Because Stewart-Warner Radios are the best engineered in the field, 
they have set the stiffest competitive pace in radio history during 
the past 8 months. Complete line in rich cabinets, from small ‘‘com- 
panion” sets to Double Superheterodynes with 12 tubes! Long and 
Short Wave Reception in all sets, headed by the REAL “ROUND- 
THE-WORLD” PERFORMER —The “Magic Dial’’— pioneer in 
world-wide reception for the home. WRITE FOR ATTRACTIVE, 
SPECIAL “DEALER DEAL”! Put new life in your radio business! 











STEWART-WARNER CORPORATION, 1833 Diversey Parkway, Chicago, Ill. 
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Be ready to supply public demand 
for the new Westinghouse 


Lightograph Check Chart 












































Huge Advertising Campaign tells 
28,000,000 consumers how to check home 
and office lighting by using simple chart. 


Here is your opportunity to make these 
charts bring in new business 
to your store 


The 1934 Westinghouse Advertising Campaign — based on 
a brand new selling idea — totally different from anything 
Westinghouse ever attempted—depends for its success 
entirely on you. It makes your store the turning point in 
the drive for new sales. 


Here’s how it works: Westinghouse has created the Lighto- 
graph Check Chart. This simple, interesting test tells con- 
sumers at a glance whether their lighting is good — or bad. 
There are no “‘ifs” or “buts” — the answer is either yes, or 
no. For the first time, the public has a standard of good 
lighting to go by. Ask yourself, will they demand it? 


To every reader the advertising says, “Make this test.” 
But before he can make the test he must get his 
Check Chart from you. 


That is why the success of this campaign depends on you. 
Six national magazines are carrying the story of the Lighto- 
graph Check Chart to 28,000,000 people and this chart is a 
“feature” in every advertisement! Will you be ready to 
hand out these charts when your customers ask for them? 
Remember, 8 out of 10 homes are poorly lighted. That 
means that 8 out of 10 of your customers need more lamps 
— higher wattage lamps — and better fixtures. You haven’t 
time to advise each customer about his lighting needs. Let 
the Lightograph Chart do that for you. 


WESTINGHOUSE LAMP COMPANY 
30 Rockefeller Plaza New York, N. Y. 
Every house needs Westinghouse 


Keep your supply of these test charts in plain sight — on the counter. They 
have selling power. If you work for them— they will work for you. 


A complete program for tying in your store with this national campaign is 
now available. Special material is also available for your use — absolutely 
free. Ask your jobber salesman about the plan, or, write us. 


Copr. 1934, W. L. Co. 


Westinghouse MAZDA 


TRULY ECONOMICAL LAMPS 
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This NEW DEAL in 
Fence Selling 


Avercan STEEL & WIRE COMPANY Fence Dealers have had made available to them a “new deal” in 
fence selling. This progressive step forward is based on the strong bond that exists—a common cause 
for mutual good—between the farmer who purchases fence and the dealer who sells it to him. The use 
of fence is essential to agricultural development—and to increase its service and efficiency, through 
proper selection and perfect stretching, is the shortest path to farm prosperity—and consequent 
greater sales volume. The “new deal,’ then, is an exclusive merchandising achievement—a decided 
step forward. Today—as in the past—a great majority of farmers purchase fence on the basis of 
experience—on its time proved record of performance—on its demonstrated ability to serve longer 
and more economically. The fence they choose is Zinc-Insulated Fence—the largest selling brand 


in the world. Capitalize on this great preference. 


® 


American Steel & Wire Company 
Zinc Insulated Fences, Steel Fence Posts and American 
Steel Gates have definitely established themselves 
as the fastest selling items in their respective fields. 











AMERICAN STEEL & WIRE COMPANY 


208 South La Salle Street, Chicago SUBSIDIARY OF UNITED {44 STATES STEEL CORPORATION Empire State Building, New York 


94 Grove Street, Worcester AND ALL PRINCIPAL CITIES First National Bank Building, Baltimore 
Pacific Coast Distributors: Columbia Steel Company, Russ Bidg., San Francisco Export Distributors: United States Stee! Products Company, New York 
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2 National Characters 


made Hamous by lhe Saturday Evening lost 








Suppose you met Duke Wellington on the 
Street. 


TH 


28 











It would be 


Tester” 

















DUKE pareegumgnarennchaioe Wooster’s “TED the ee 








Just as a trainer takes an unknown athlete and For many years this famous Wooster Brush chu 
lds him o a “King of the Ring” so the Saturda acter has appeared in the pa of the Saty saa y Even- 
Evenin g Post has created Duke Wellington and mad ing Post. Today “Ted™ as we aia » his fa 8 test 188 
him a popular idol of the “crowd.” Millions have fol- Ibs. could not pull out the pn istles of a Wo ster Foss-sct 
lowed the Duke's adventures in the pages of the Post Bru oh are ats wn grt st to Coast. Milli ions 0 f ] 
And with the same keen interest as they have followed paint brush users look re “Te cd the Te ster’ when they 


many World Champions in the flesh. buy brushes. 








PAYS to be a Wooster Dealer. If you don't 


You would recognize him immediately. carry Wooster Foss-set Brushes now our Woos- 

like seeing an old friend. That's ter Sampler (Small selected stock of fastest 

the way people feel when they see “Ted the selling items) makes it easy for you to start. Ask 
hanging in your store - - - That’s why it your WOOSTER Jobber or write for details to 


THE WOOSTER BRUSH COMPANY, WOOSTER, OHIO 


WOOSTER ®: 


ee of )IAY,/A) 


ONLY NATIONALLY ADVERTISED BRUSH RINE 
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Selling Related Items... 
A Merchandising Suggestion 


E. B. GALLAHER 


Editor, Clover Business Service 
Treasurer, Clover Mfg. Co. 


| | LEARNED that a certain dealer was selling an unusually large amount 


of our Sandpaper and Emery Cloth, so I made a special trip to see him 
and learn why — simple when explained — here’s the story: 







Said he realized there was a big percentage of profit 
in Coated Abrasives, but didn’t sell much—so scratched 


his head and remembered that paint and Sandpaper 





/GIVE MEA Do 
SHEETS of say 















went together—that Emery Cloth and mechanics’ sup- 





plies and tools went together. 
So he told his boys: ““When a customer buys paint, 







say, ‘Don’t you want some Sandpaper, too?’, and when a 





mechanic buys bolts, steel, brass rod stock, etc., say, 






‘Don’t you need some Emery Cloth?’” and it worked! 






But he also found out another thing—it worked just 






as well backward as it did forward, because he found he could sell paint to the fellow 





who called for Sandpaper, and could sell tools and supplies to the customer who 
called for Emery Cloth. | 

The psychology of selling related articles is well known, but sometimes we 
don’t think of the relationship. This dealer did, and he sold more of his long- 









margin Coated Abrasives, and a lot of other things, too, which added to the 





velvet. 





This scheme is well worth trying, as it will not alone help 





you, but it will also help us—we both need the extra 





business. 














E. B. GALLAHER: 
Clover Mfg. Co., Norwalk. Conn. 
You may send me, without obligation, samples of: 
























CLOVER MANUFACTURING COMPANY Green-Stripe Sandpaper. 
Red-Stripe Turkish Emery Cloth—for polishing. 
NORWALK, CONN., U.S. A. Yellow-Stripe Aluminous Oxide Cloth—for cut- 





ting hard metals. The universal shop abrasive. 
Orange-Stripe Garnet Paper—for wood-working. 











SANDPAPERS 
Orange-Stripe Garnet Cloth. 
METAL-CUTTING PAPERS AND CLOTHS Clover Grease-Mixed Grinding Compound. 
-~Mixed Valve-Grindi Cc id, 
WOOD-WORKING PAPERS AND CLOTHS ee ———————— oe 
CLOVER GRINDING AND LAPPING COMPOUNDS 


























Name 


Address 

























Character of business 
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For Customers 


Who Want the Best-# 
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Used in the Finest Homes 


Cortland Bronze Wire Cloth is used in the 
finest homes. Made to last longest. Withstands 
salt air, acids and gases. Produced from a 
special alloy of 90% copper and 10% zinc. 
The zinc provides the required tensile strength 
and also resists corrosion. Home owners have 
written us that Cortland Bronze Screen Wire 


Cloth 


Has Given 24 Years Service 


and was still in good condition. It never rusts. 
Has the elasticity of hard steel wire cloth. 
Only full gauge best quality wire is used. 


Every operation from raw material to finished 
product is under our constant, personal super- 
vision. We alone are responsible for the 
quality. 


Other brands include Cortland Gray-Wick, 
Cortland Copper, Cortland Ultra Premier and 
Cortland Black. Our 60 years’ experience and 
reputation is back of all our wire products. 
Consider these facts before ordering. 


Ask your Jobber to supply you. 


Cortland 
Bronze 
Wire Cloth 





Now shipped in 
strong individual roll 
fibre cartons. ... 





In 14, 16 and 18-mesh made from 
0113 ga. wire both ways. Also a heavy 
grade of 16 mesh made of .0I5 ga. All 
widths in even inches from 18 to 42 in., 
inclusive. Also 48-in. double selvage as 
standard. Extra wide widths, 54, 60, 66 
and 72 in. Bright or antique finish. 100 
lineal ft. in roll. 


All grades of our Screen Wire Cloth are 
made to comply with specifications adopted 
by the Bureau of Standards, Department 
of Commerce, SPR 122-381. 
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COL-PAC CANNERS 


- with .. 


LARGE, ATTRACTIVE, 4 COLOR SELLING LABELS ON EACH UNIT 


(IMPOSSIBLE TO SHOW HERE BECAUSE OF CUTOUT ILLUSTRATIONS) 


ha 


EACH 
CANNER 
PACKED 

IN 
INDIVIDUAL 
SHIPPING 
CARTON 


~ & 
JARS NOT FURNISHED 





No. 24 STRAIGHT SHAPE 
7 ONE QUART JAR SIZE 
HOLDS 24 QUARTS 


No. 34 CONVEX SHAPE 
7 ONE QUART JAR SIZE 
HOLDS 24 QUARTS 





ENAMELED CANNERS 


Recipes for Cold Pack Canning supplied with each Canner. 


MR. JOBBER . . . You can’t afford to ignore what we can do for you on “COL-PAC” 
Canners this season. WRITE. 


MR. DEALER: Ask your jobber for the U. S. “COL-PAC” Canners. Packed one to a 
carton. Write us direct for additional information. 


No. 150 OVAL SHAPE---8 One Pint Jars 
or 8 One Quart Jars 
(A Good Large Roaster too) 
| MARINE BLUE WITH WHITE SPRAY 


UNITED STATES STAMPING COMPANY 


QUALITY ENAMELED WARE MOUNDSVILLE, WEST VIRGINIA — 
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SETH PARKER 
SAILS AROUND 
THE WORLD 
EQUIPPED with 


MID. we ! 


PRODUCTS 


MID-STATES GAL- 
VANNEALED Fence 
and Wire Products are 
being used exclusively 
on the Seth Parker Ex- 
pedition. The same ex- 
tra strength and rust- 
resisting qualities that 
make them suitable for 
this long sea voyage 
make MID -STATES 
PRODUCTS best for 


your customers. 

















Rehchiticnten Wire Products 


baa) STATES STEELS WIRS@R it 





Crawfordsville, Indiana 
Usea On Th 


ETH Aes R EXPEDITIG 


The MID-STATES STEEL & WIRE CO. 5 
supply a complete line of Field Fence, Poultry 


Fence, Poultry Netting, Ornamental Fence, 
Barb Wire, Steel Posts, Nails and Staples, Bale m 
Ties, Fence Stretchers, Plain Wire and Sheet ; 
Metal, all in one car, on one order. k 


All MID-STATES Fence and Barb Wire is 
made of GALVANNEALED* Copper-Bearing ' 
WIRE in designs that have stood the test of 
more than twenty-five years of service. Your 
customers will appreciate this extra quality. 


Write for literature and information on open territory 


MID-STATES STEEL & WIRE CO. 


CRAWFORDSVILLE, INDIANA 


%* (GALVANNEALED WIRE is produced under license arrangement with the KEYSTONE STEEL & WIRE CO.) t 
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MORE BIG NEWS | 


from Remington 


For the first time you can 
sell a .22 target cartridge that 


CUTS A CLEAN HOLE 


AST MONTH we announced 
the new Corrugated Shot 
Shell. This month we announce 
the new .22 Long Rifle Indoor 
Target Cartridge with SHARP 
SHOULDER BULLET... one 
of the biggest boons for pistol and 
rifle target shooters that has ever 
been perfected! 

This latest Remington achieve- 
ment, like the Corrugated Shell, 
is an improvement that custom- 
ers can see. The new cartridge 
looks different from the regular 
target cartridge. And shooters 
can see how different it is in 
action. 

Instead of jagged rips in the 
target, this bullet cuts a sharp, 





OLD WAY 


Jagged rips in target. Hard to see and 
hard to score. Now compare this with 
the clean-cut target to the right. 
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clean hole. Shots are easier to 
spot. Scoring is easier, faster and 
more accurate. 

And you can also tell your cus- 
tomers that this new Indoor 
Target Cartridge has the same 
fine accuracy of the Remington 
.22 long rifle line . . that it has 
all the advantages that have made 
Kleanbore ammunition famous 
—no rusting, leading or pitting 
and NO BARREL CLEANING! 

We're announcing this new 
Remington achievement to the 
target shooters of the country. 
There’s bound to be a big de- 
mand. So order a case from your 
jobber at once. Remington Arms 
Co., Inc., Bridgeport, Conn. 





NEW WAY 


Clean sharp holes made with new 
Sharp Shoulder Cartridge. Easy to see 
... easy to score...and easy to SELL. 









LEANBORE 


AMMUNITION 





fl 


Here’s the new target 
cartridge that cuts 
sharp, clean holes, and 
that is sure to keep 

scoming back 


for more. 
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ae A Atlas “FLAT STYLE” paper 
we the Modern, Convenient Tack Package 










@ Sell your trade a superior brand of tacks packaged 
in the most convenient box ever devised. The ATLAS 
"flat style". '/g lb. box promotes customer good-will, 
and sells on sight when prominently displayed. As every 
person entering your store is a potential purchaser, place the attractive, self-selling 
display cartons (1 doz. boxes) on your counters. Open a few boxes to show the full-width 
cover that permits the last tack to be picked up as easily as the 
first one. It is an effective demonstration that results in sales. 


@ Make up your order now, today — and be sure to specify 
ATLAS tacks in the new "flat style" '/g lb. boxes. 14 17 


Distributed through Hardware Jobbers (OE 


ATLAS TACK CORPORATION G33 
FAIRHAVEN, MASSACHUSETTS, U. S. A. RESO (cont 
& nO 








































LEPASES CASEIN GLUE 
LEPAGE’S LIQUID SOLDER 
LEPAGE'S GRIPSPREADER MUCILAGE 
LEPASE'S COLD WATER WALL SIZE 
LEPASE’S WATERPROOF CEMENT 
LEPAGE’'S PAPER-HANGERS PASTE 


RUSSIA CEMENT CO.,GLOUCESTER ,MASS. 





| PAGE S 
GLUE 
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SHIPPING 
PROBLEMS 
ELIMINATED 


RAILWAY EXPRESS 


No matter what you want to ship, Rail- 
way Express will answer your shipping 
problems. At your convenience and at your 
very door, in principal cities and towns, a 
Railway Express truck will call and take 
your shipments away to be rushed to the 
consignee at passenger train speed. Whether 
it be one shipment or five hundred—it makes 
no difference to Railway Express. Absolute 
safety and careful handling during transit are 
assured throughout. We give a receipt on 
collection and take a receipt at delivery—a 
twofold guarantee of safety and swiftness. 


Railway Express service is inexpensive, 
too, and saves you much in convenience, 
worry and time. Telephone your local Rail- 
way Express agent who will be glad to give 
you information, rates, and service. 


The best there is in transportation 


SERVING THE NATION FOR 95 YEARS 


RAILWAY 
EXPRESS 


AGENCY, Inc. 
NATION-WIDE SERVICE 











DISPLAY 





REG, U.S. PAT. OFF. 


ELECTRICAL PERFECTION 























LEADERSHIP LINE 


There’s a powerful séles punch in this new- 
ly styled, newly engineered LEADERSHIP 
LINE of quality merchandise that goes to 
work the moment you put K-M Fans and 
Jugs on display in your store... Leading 
jobbers throughout the country are featur- 
ing K-M Fans and Jugs for 1934. 


ASK YOUR JOBBER 


Ask your jobber for the powerful story of 
this Display-stand Deal. These Displays will 
SELL FOR YOU on a greater-than-aver- 
age profit basis. 


KNAPP-MONARCH CO. 


9302 Carbon Street 
BELLEVILLE, ILL., U.S.A. 
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STANLEY 


HINGEWARE HAND TOOLS 
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Eid | 

NEW BRITAIN, CONN. t 

EXCLUSIVE FEATURES A. oe wt . 
Found only in } ot} x) “ eco” yn? et | 
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Zenith Pateat 


Th at Clethes Separater. 


actually 
make Sales for You! Zenith All Aluml- 


num Split Wringer. 


The Zenith has everything that any other washer has 
and many advantages not found in any other line. 


Ask about its 
EXCLUSIVE SALES FEATURES 
GOOD DEALER’S MARGIN ENTHUSIASTIC USERS 





LOW SERVICE COSTS 


ZENITH MACHINE COMPANY : 
Makers of Quality Washers for Twenty Years STAR HACK SAWS 
General Offices - 257 So. Ist Ave. E., Duluth, Minn. 
New York - 20 Vesey St. . . Chicago - 1416 Merchandise Mart CLEMSON BROS.,INC., MIDDLETOWN, N. Y. 
@® 2297 
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A Demonstration 
Will Sell “The Man 


From Missouri’... 


No dealer need fear losing the sale 
of a Champion Screw Driver to 
“The Man from Missouri.” Obvi- 
ously, he wants to be SHOWN. And 
while ninety-nine out of a hundred 
will buy 


CHAMPION 


Screw Drivers 


on either examination or their 
47 years reputation for quality—do 
not hesitate to let a “Doubting 
Thomas” try one and test it until 
“SOLD.” An outstanding feature 
of the “Champion” is the fact that 








The Blade Cannot 
Turn In the Handle 


Sectional cut shows why. Blade is forged 
from toughest steel—perfectly tempered. 
Handle affords a comfortable grip. 
“Champion” Screw Drivers are 


Made In 5 Patterns 
and 25 Different Sizes 


from 142” to 30” blade lengths. Packed 
V2 doz. in a box. Always steady, profit- 
able sellers. 





Your Jobber Will Supply You. 
Send For Tool Catalog No. 117. 





HARDWARE COMPANY 








Reg. U. S. Pat. Off. 
Established 1854 


TORRINGTON, CONN. 
New York Office 151 Chambers St. 
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PROMOTE 





SPORTS... 


And move your holdover 
stocks of shells 


LAY TARGET SHOOTING .. . trapshooting and 
Skeet! The natural outlets for your holdover 
stocks of shells. You can get extra profits by promot- 
ing these sports, by urging more of your customers to 
take them up. 

You know, of course, that the popularity of Skeet 
has grown amazingly in the past two years... that 
the number of Skeet clubs in the United States has 
more than tripled in that time. And trapshooting is 
still “the sport alluring.” 

Every time you sell a customer thé idea of building 
a Skeet field —or setting up traps— you make the 
future a little brighter for yourself. Or perhaps you 
might start a Skeet or clay target club in your com- 
munity. It’s worth while from a profit as well as a 
sporting standpoint. 

Du Pont will be glad tosend you a blue 
print which shows how to build a Skeet 
field for as little as $100. Write for it. 


QU PONY 


REG. U.S. PAT. OFF. 


E. 1. DU PONT DE NEMOURS & CO., INC. 


SPORTING POWDER DIVISION WILMINGTON, DEL. 
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CARBORUNDUM 
IN TWO GREAT 
FARM PAPERS 


Hie is another contribution towards stim- 
ulating the sale of the Carborundum Brand 
No. 57 File—Carborundum Brand Grinding 
Wheels—and the “ 66” Household Sharpener. 


These messages will go to millions of readers 
of Country Gentleman and Successful Farm- 
ing this month—a demand creating campaign 
that will be reflected in your increased sales. 


Be prepared to meet this demand. Stock and 
display these products. Send for our window 
and counter displays. Don’t miss this chance 
to reap profits from 1934’s spring sowing. 


1,848,917 readers of Country Gentleman, 1,147,801 
readers of Successful Farming, 368,585 of Popular 
Science Monthly. With an average of 4 readers per 
copy, over 11 million circulation for these Carbo- 
rundum Advertisements. 


THE 
CARBORUNDUM 


REG. U.S. PAT. OFF. 


COMPANY 


Canadian Carborundum Co., Ltd., Niagara Falls, Ont. Sales 
Offices and warehouses in New York, Chicago, Boston, 
Cleveland, Cincinnati, Milwaukee, Philadelphia, Detroit, 
Pittsburgh, Grand Rapids, Toronto, Ont. (Carborundum is 
a registered trade mark of The Carborundum Company.) 
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The BOSTON LINE 
of GARDEN HOSE 


Seven standard nationally known brands 
that meet every need and make your store 
headquarters for Garden Hose. 
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GOOD LUCK HOSE WASHERS 


f Tough, alive and springy. -And they stay alive, 
and hold firmly in place. Give you a splendid 
profit at 10¢ each, retail. Packed 2 gross (24 
cartons) in attractive display container as shown. 


THE BOSTON NOZZLE 


Imitated but never equalled. Fastest selling 
nozzle in the world. imply and heavily con- 
structed. Each nozzle pack in separate carton. 
12 cartons in full lithographed display container. 








BOSTON WOVEN HOSE & RUBBER CO. 


Mokers of Quality Rubber Goods for More Than Fifty Years 
W orks: Cambridge, WM letttetel sltttcs ars Posto! ye lola -3441 Box 1071, Boston, Massachusetts 
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No. E7312 $4.95 





No. E7404 $8.50 








No. E9946 $7.95 





UNIVERSAL offers the most complete 
line of Electrical Appliances, both major 
and small appliances, ever made under 
one trade mark—“the trade mark known 
in every home.” They retail at the low- 
est possible price commensurate with 
supreme quality and good style. They 
are built with that care so necessary to 
reduce service cost, create store prestige 
and build profits. They are backed by a 
manufacturer with ninety years’ experi- 
ence—and experience does count. 















No. E7722 $7.95 


LANDERS, FRARY & CLARK, NEW BRITAIN, CONNECTICUT 



















No. E7276 $7.50 


a hy 


No. E7360 $10.95 








No. E721 $10.95 
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Te Best hnown Names 
in ? Baseball. / 





Of all the famous names in baseball one stands out 
consistently year after year as an undisputed cham- 
pion—Louisville Slugger. Chuck Klein and Jimmy 
Foxx, leading hitters respectively in the National 
League and American League in 1933, used Louis- 
ville Sluggers to help them to the top. In fact, over 
90% of the professional ball players have used 
Louisville Sluggers since the big leagues were young. 


Is your stock of these famous bats adequate to meet 
the demand of the semi-pros, amateurs and young- 
sters who will be demanding the bats their more 
famous contemporaries use P 


Check it over—and complete your assortment of 
sizes and models and be ready. 


HILLERICH & BRADSBY COMPANY, Inc., Louisville, Kentucky 
ae 
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of National Advertising 
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Again the guns are booming on the Double X front; 
the big barrage is on! Month after month, in such 
outstanding publications as the Saturday Evening 
Post and Better Homes & Gardens, we will tell the 
story of Double X... how it makes varnish vanish 
and makes old floors new... how it takes the back- 
break and purse-ache out of Floor Refinishing. 


Remember, Mr. Dealer, that Double X may be an 
old story to you but it is always “front page news” 
to people who have never tried it... people who 
never dreamed it was so easy to “do over” their 
floors themselves ...and do a professional job in 


TA =e |Il| Ae : 




















one-third the time and at trifling cost! Remember, 
too, that few products in the paint specialty field 
have built up such a consistent repeat-record as 
Double X. Few products have been backed by such 
a steady drum-fire of national advertising! 


That's why it is only good sales-sense to “move up 
front” with Double X . . . to harness your store to 
our story. Ask your jobber for prices and ask us 
for striking full-color displays that sing out and 
say, “Buy me today!“ Schalk Chemical Company, 
357 East Second Street, Los Angeles; Eastern 
Branch: 3932 South Lincoln Street, Chicago. 


DOUBLE X FLOOR CLEANER 
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BUY YOUR WIRE PRODUCTS FROM THE JOBBERS HANDLING THE COMPLETE STERLING LINE 


Among the hardware dealers at every cross-road, town 
and city, the trade name "STERLING" symbolizes a qual- 
ity brand of Wire Products whose popularity has grown 
steadily since 1879. Every commodity sold under this 
name possesses real performance ability and 

salient selling features. 


Here, then, is a dependable group of Wire 
Products with decisive advantages which will 
fit perfectly into your selling plans. Packaged 
Nails, Staples, Woven Wire Fence and Gates, 


Bale Ties, Barb Wire, Farm Gates, Poultry Netting, Hard- 

ware Cloth, Manufacturers Wire, Ornamental Fence and 

Gates, Steel Posts and Specialty Items are carried in 

adequate stocks by your jobber permitting immediate 
shipment. 


And, mark this! The merchandising value of 
Sterling Wire Products has won the respect of 
aggressive, alert and active dealers everywhere. 
See your nearest Jobber, or write direct to 
Department 10, for full information. 


5 
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NORTHWESTERN BARB WIRE COMPANY 


STERLING 
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| NEED SOME MORE 

NEW SCREENS THIS 

YEAR. SEEMS LIKE IT 
HAPPENS EVERY 


NOT ME MY SCREENS 
ARE GOOD AS NEW... 
7 YEARS OLD NOW! 
THEY'RE BRONZE 
YOU KNOW . . . AND 
CAN'T RUST : 





EXPENSIVE? NO. THEY'VE 
SAVED ME MONEY EVERY 
YEAR. NEVER ANY PATCH. 
ING OR PAINTING, YET 
THEY'RE NEAT AND TRIM. 


BRONZE SCREENS 
EXPENSIVE? 





tT? day you install screens of 
Anaconda Bronze Wire, you 
begin to save money... enough, in 
a short time, to cover the slightly 
higher first cost of about 40 cents 
more per window than screens that 
rust. This durable Anaconda wire 
...used by leading weavers of screen 
cloth...is of the standard diameter 
and quality to assure many years of 
service. Ask your dealer or screen 
maker for screening of Anaconda 
Bronze Wire. An interesting book- 
let, “Screens that Meet the Test’, 
mailed on request. 
THE AMERICAN BRASS CO. 


General Offices: Waterbury, Conn. 


Other Anaconda Products: Brass Pipe, Copper 
Tubes and Fittings, Sheet Copper, a 
(strengthened copper) the ideal metal for Tanks. 








Why not hold 
the GOOD WILL of 
your customers 
and gain new friends 
for your store, 


by selling 


BRONZE 
SCREENING 


The advertisements reproduced 
here will appear this spring... in 
The Saturday Evening Post and 
Better Homes and Gardens... to 
help you sell the economy idea of 
durable, rustless Bronze screening. 
We suggest you order screening 
of Anaconda Bronze from your 
wholesaler now. We do not make 
screen cloth, but furnish Bronze 
wire of standard gauge (.0113”) to 
leading screen cloth manufacturers. 


THE AMERICAN BRASS COMPANY 


General Offices: Waterbury, Connecticut 
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BRONZE SCREENS 


last many times 


longer, yet cost 





THIS SPRING 


§ “NO MORE PAINTING, 
PATCHING OR RE- 
=) SCREENING .. . THESE 
BRONZE SCREENS 
CAN'T RUST.“ 


































“SO TRIM AND TIGHT 
. « » THEY'RE LIKE NEW. 
WHY DIDN'T | GET 
BRONZE SCREENS 
SOONER?” 





“ONE OF THE BEST 
BUYS | EVER MADE, 
B® CERTAINLY WORTH 
THE 40c EXTRA PER 
WINDOW | PAID 
FOR THESE RUST- 
LESS SCREENS.” 


NACONDA Bronze Wire is used 

by leading weavers of screen 

cloth. You may obtain this durable 

screening from your local dealer or 

screen maker. An interesting book- 

let, “Screens that Meet the Test,” 
will be mailed on request. 


THE AMERICAN BRASS CO. 


General Offices: Waterbury, Conn. 
Other Anaconda Products: Brass Pipe, Cop- 
per Tubes and Fittings, Sheet Copper, Everdur 
(strengthened copper) the ideal metal for Tanks. 
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pes OI OVE BOLTS 


AND YOU KNOW THEY'RE RIGHT. 
THE UPSON LABEL ON THE BOX 
ASSURES YOU OF CLEAN, BRIGHT, 
WELL-MADE BOLTS AND NUTS 
WITH THAT EASY-SPINNING FIT 
YOU HAVE BEEN LOOKING FOR. 
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“Our men have an entree to every home 
il they all want to know about the 


GENERAL ELECTRIC KITCHEN” 








owns : 
we Be Bee eriing Co°° 
Trmpevilie> - 


Pictured above is Lvnn Mahin, aggressive 
go-getting Sales Manager of the Sterling 
Hardware Co., G-k dealer in Lexington, Ky 


Read his inspirational letter reproduced here 





aa Selling General Electric refrigerators or 
ys ranges or dishwashers is made easier by 
“wonne picturing them to prospects in the beau- 
tiful setting of the General Electric Kitchen. 
General Electric calls it “ensemble selling.” G-E 
dealers call it one of the most effective sales 
tools they have ever used. 


General Electric invites dealers in open territories 


COMP ANY 


WARE 
RLING HARD Sereet 
STE! 233 East Main 


¥ 
LEXINGTON: , 


6 
ost tent pietridetor 





to send for details of the G-E franchise. 1934 will 
be a big profit year for G-E retailers. Write or wire 
for details! General Electric Co., Specialty Appli- 
ance Sales Dept.,Sec.HA3, Nela Park,Cleveland,O. 


GENERAL @ ELECTRIC 
KITCHEN 
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With Which is Combined 
Goop HARDWARE 


GEORGE H. GRIFFITHS 
General Manager 


CHARLES J. HEALE, Editor 


J. A WARREN J. M. WITTEN 
Associate Editors 


L. W. MOFFETT 
Washington Representative 
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— — Leadership 
that Assures Your Profits | p 


h: 

ATKINS SILVER STEEL SAWS are pre- be 

ferred by the majority of saw users every- rs 

where . . . Carpenters, mechanics, farmers, 2 al 
home-crafters know by experience that ) ¥ 

i fc 

they’re cheaper in the long run. That popu- i“ 

larity guarantees your profits. o 

it 

Are you prepared to get your full share of ATKINS SILVER STEEL ” 


profits? ... Check your stock NOW ... If your jobber can’t supply you 
write to us for prompt service. 


EC. ATKINS AND COMPANY | | 


Home Office and Factory, 410 So. Illinois St., Indianapolis, Ind. . 
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Just Among Ourselves 


AST year about this time, the 
e Eagle Hardware Stores got 
under way with their first 
cooperative newspaper advertising. 
This group of 65 Cleveland, Ohio, 
retail hardware stores set a new pace 
for cooperative dealer selling, and 
has absolutely tabooed, as uneco- 
nomic, any collective buying. Four 
wholesalers are working with this 
group which has now grown to 9] 
stores and will likely reach the 100 
mark at an early date. The complete 
details of the Eagle plan were told 
for the first time in HaRDwaRE AGE 
on August 3, 1933. A few reprints 
of the story are still available, de- 
spite the fact that more than 10,000 
copies of these reprints have already 
been provided to wholesalers, groups 
of retailers and to newspapers. ° 


HA 








Since the publication of the story 
telling about the Eagle stores similat 
cooperative advertising and selling 
activities (without collective buying ) 
have been started in Akron, Ohio, 
Toledo, Ohio, Cincinnati, Ohio, Sche- 
nectady, N. Y., Vancouver, B. C., 
Canada, and recent reports indicate 
an interest from two Texas cities, a 
western New York city, and at least 
four cities in the far west. I am not 
at liberty to mention the cities not 
given specifically, as the work is still 
in a preliminary stage in those 
sections. 


HA 








N many respects, the Eagle plan 

provides a popular method for 
hardware store advertising in or 
about a fairly large city. This is 
particularly true in sections where 
suitable newspapers have a circula- 
tion too wide for a single hardware 
store, and rates relatively too high 
for any one store doing a localized 
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By CHARLES J. HEALE 


Editor, Hardware Age 


business. With the majority of hard- 
ware stores, in such locations, doing 
a business in a _ restricted area 
(strictly large-sized down town, de- 
partment store type, hardware stores 
excepted) there is often no suitable 
newspaper for hardware advertising. 
Collectively, a group of stores, well 
located throughout an area c2zn very 
profitably join hands and funds. and, 
for a small individual advertising 
cost, obtain the benefit of good sized 
display space, with illustrations, 
prices, and “buying urge” copy. Such 
advertising supplements and does 
not completely take the place of di- 
rect mail efforts, available to all 
hardware stores. 
advertising plan, however, any sup- 
plementary advertising must not con- 
flict with the collective effort. 


In a cooperative 


—— Wha —— 


O get the full advantages of such 

(or any other advertising) a 
dealer should plan to use his window 
displays and store interior displays 
efficiently. These should tie in with 
the story told in the advertising. The 
purpose of the advertising is to cre- 
ate additional store traffic and cannot 
be judged solely on the sale of the 
items advertised. And the need of 
additional store traffic is really the 
basic requirement of every retail 
store. We must get more people into 
hardware stores and have the kind of 
stores, values, variety, services, etc., 
which encourage them to buy when 
they do come and which further 
invites frequent repeat visits. Goods 
are sold to people, and practically 
all goods are sold where other goods 
are sold. All of which brings us 
back to the store traffic idea which 
is truly the basic and fundamental 
retailing objective. Toward that end. 
each issue of HarpwareE ACE is dedi- 
cated, with ideas, plans and adver- 


tising that will help you bring more 
people into your store. 


— HA —— 


I am writing this in Washington, 
D. C., where I hope to obtain further 
first hand information about recent 
and probable NRA developments. 
The Nation’s capital is crowded these 
days. Every hotel is filled. The res- 
taurants, theatres and stores appear 
busy-—busy because there are people 
here and people buy goods, services, 
etc. Where you get people there is 
business, which is another way of say- 
ing “store traffic”. Signs in my hotel 
room urge me to use the hotel’s bar- 
ber shop, coffee shop, dining room, 
cigar counter, drug store, laundry. 
valet and other services. When I paid 
my breakfast check I did so at the 
cigar and newspaper counter. The 
hotel seeks to sell more to those 
whose “traffic” it enjoys. That is the 
second part of the “store-traffic” 
story—selling available customers 
more than they originally sought. We 
usually call it “making the second 
sale.” We refer to selling the paint 
customer a paint brush, etc. And this 
is another fundamental of retailing. 
To sum it up: first, get more people 
into hardware stores and, second, sell 
those who come additional items. 
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Having attended a great many 
hardware meetings, large and small, 
in recent weeks, | am impressed with 
the optimistic attitude of hardware 
men. Likewise note that hardware 
men are lusty singers. Their fa- 
vorite selections include “Sweet Ade- 
line,” “Let Me Call You Sweetheart,” 
“Hail, Hail, the Gang’s All Here,” 
and, in the more limited gatherings, 
the song about all the animals on the 
farm asking for you. The last is 
known as the “agricultural inquiry” 


song. 
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Where Shall I Locate 


My New Store? 


ETAIL business is predicated 
R on foot traffic. That is well 
known. But foot traffic must 
be analyzed. Numbers alone prove 
nothing to the expectant store owner. 
For example, the prospective occu- 
pant of a site whose store will cater 
largely to women will want to know 
what proportion of the foot traffic 
is made up of women. Then, he will 
want to know what kind of women 
—factory help, office women, etc. He 
will need to know the facturs which 
bring the women there. 

The best business district moves in 
the direction of the best residential 
district to get first chance at this type 
of trade. Also, because landlords tend 
to “bleed” a property, getting from it 
all they can without putting anything 
back for improvements. Hence, when 
a lease expires, a merchant leaves his 
out-of-date, old-fashioned location for 
a newer section, where buildings are 
more modern. 

People are fundamentally lazy. 
That is why business, unless forced, 
does not move up hill, or even into 
stores where one or two steps must be 
climbed. In fact, maximum traffic 
comes into a store into which it al- 
most literally can fall. Business does 


By JOHN M. WALSHE 


President, J. M. Walshe Organization, Inc. 


Los Angeles 
AS TOLD TO HAROLD ORTHWIN 


not go over a bridge or through a 
tunnel, because people must travel a 
distance in which there are no store 
windows to attract them. Business 
leaves railroad tracks and stations 
because crossing tracks is dangerous, 
and smoky air and noise are un- 
pleasant and distracting. 


Decentralization 


National advertising and the auto- 
mobile have done much to decen- 
tralize business. First, by creating 
difficult congestion in established 
centers (particularly distasteful to 
women who drive) and second, by 
enabling neighborhood stores featur- 
ing well advertised merchandise to 
compete successfully with downtown 
stores. Downtown districts, however, 
still have enormous drawing power 
for bargain seekers wishing compari- 
sons, and those who demand widest 
selection. 

A public building retards business 
because usually it is very large, and 
that means a considerable frontage 
without anything to interest pass- 
ersby. A bank retards business be- 
cause it influences saving instead of 
spending. A theater helps business 


for the opposite reason. A depart- 
ment store helps other business be- 
cause its advertising draws customer 
traffic, especially to bargain sales 
events. Men’s wear stores and spe- 
cialty shops are practically neutral 
as to helping or hindering business 
of nearby locations. 

Specialty shops like to locate close 
to department stores in the interest 
of the latter’s drawing power. They 
believe they thus save on advertising. 
Usually this saving, however, is imag- 
inary. The landlord has thought of 
that, too, and added it to the rent. 
It has been found, on the other hand, 
that a specialty shop with some spe- 
cial distinction to offer can move to 
a location not yet developed, in the 
direction of the best residence dis- 
trict, and make a success, drawing 
its own traffic. 

Why do we find “neighborhood 
districts” appearing four or five 
blocks apart? Because a district is 
built up around the nucleus of a 
drug store, a market, a dry goods 
store, etc. As these stores prosper, 
others of the same kind come in; 
business is divided; rents go up. A 
couple of merchants facing lower 
sales expectancy and higher rents 
move away, far enough away to 
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avoid competition from the neigh- 
borhood they have left, yet near 
enough to hold some of their former 
clientele. The intervening area lies 
dormant, perhaps for years, as far 
as business development is concerned. 

In this brief summary of a subject 
capable of extremely detailed devel- 


* opment, I have tried to touch the 


high spots of the whys and where- 
fores of choosing a location suitable 
for a business to grow in. The prin- 
ciples given are sound; they have 
been proved over many years. You 
cannot flout them unless you and 
your city are exceptional. 
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The central business section moves 
toward the best and most populous 
residential district ... Business never 
goes up a hill over a bridge or through 
a tunnel, unless forced .... Moves 
away from a railroad station ...Wont 
climb steps .. . Thrives on foot tratfic 
_.. Hindered by congested vehicular 
traffic ... Avoids banks and public 
buildings... Likes 
a theatre or de- 
partment store as 
a neighbor..... 
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CURIOSITIES 


By ROBERT PILGRIM 
































ON THE ISLE OF GUALE, OIL LAMPS To 

FURNISH LIGHT FOR UNKNOWN PATHS, AND 

CLOCKS TO WAKE THE DEAD ON JUDGEMENT 

DAY ARE PLACED ON GRAVES .-.-- 
A NATIVE CUSTOM 
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Pigs 2 A BUCKET, BUT 6 INCHES HIGH, SOLD 
= FOR $40,000 29 
= . THE VICTORIA AND ie MUSEUM, IN 
ENGLAND, PAID THAT PRICE FOR THE 
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od IT WAS MADE IN RUSSIA 
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THE FIRST BULLETS p Revie “onde 
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HOW PIG IRON WAS NAMED... IN FORMER WAS Be BY PUSHING 
TIMES THE IRON WAS POURED INTO A MAIN DITCH WITH THE FEET ON THE GROUND. 
DUG IN THE SAND FLOOR-THE MOLTEN IRON " 
FLOWED INTO GMALLER DITCHES WHERE IT COOLED— --\B1IO— WHEN ASCENDING 
THE SMALLER DITCHES ON EITHER GIDE OF THE MAIN HILLS THE RIDERS CARRIED THE 
RESEMBLED A LITTER OF PIGS WITH ITS MOTHER— HOBBY HORSE’ ON THEIR SH 
HENCE “PIG IRON” — THEY WEIGHED 50 POUNDS — 
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NRA Discusses “Open Price” Plans 
—Seeks Shorter Hours, Higher Wages 


President Opens, General Johnson Closes, Huge NRA 
Mass Meeting in Washington, March 5 to 7—Officials 


Appear Sympathetic to Open Price Policies and Are 


Studying Resale Price Maintenance—4,000 Code Author- 


ity and Code Committee Members Attend Conference 


By CHARLES J. HEALE 


Editor, Hardware Age 


ASILY the most important 
K American business convention 

ever held, the complete, ulti- 
mate result of which can hardly be 
appraised, was held in Washington, 
D. C., Feb. 5 to 8, 1934. Industry 
has been requested to shorten work- 
ing hours without reduction in net 
wages and is encouraged to believe 
that official sanction may be expected 
for open price practices and perhaps 
for resale price maintenance. These 
are the outstanding developments in 
the current NRA picture, following 
the mass meeting of more than 4000 
members of code authorities and 
committees. President Roosevelt, ad- 
dressing the opening session, stressed 
the need of further reduction in hours 
to relieve the unemployment situa- 
tion; predicted that NRA or its 
equivalent were permanent factors in 
American life, and challenged indus- 
try to do its share in creating pur- 
chasing power. At the closing ses- 
sion, Gen. Hugh Johnson, NRA Ad- 
ministrator, reminded the convention 
of the President’s message, quuled 
it, praised it, and added his own 
plea for shorter hours. Throughout 
the General’s talk was a gentle, 
nevertheless unmistakable threat of 
executive or Congressional action, if 
hours are not voluntarily reduced. 
Coincident with the NRA mass meet- 
ing came word that the U. S. Su- 
preme Court had decided in favor 
of state price regulation in the New 
York Milk Case, and that the House 
of Representatives was favorably dis- 
posed toward a compulsory 30-hour 
week law. On these two problems— 
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the reduction of hours and the desira- 
bility of some form of legalized price 
regulation —the NRA _ conference 
concentrated in its two major group 
meetings. Other groups (there were 
five in all) studied code administra- 
tion and compliance, protection of 
small enterprises and minorities and 
trade practices not related to the price 
problem. 


Every Commercial Field 
Represented 


The largest group of manufac- 
turers, wholesalers and retailers ever 
assembled met with the Government 
to seek a permanent method for 
stablizing the social-economic struc- 
ture of the nation. From every com- 
mercial field, spokesmen frankly out- 
lined the need of price regulation if 
industry were to continue to pay even 
existing NRA wage scales. Efforis to 
date, in several fields, to regulate the 
price situation were told in detail 
and spread on the records. There 
was none of the familiar pre-NRA 
hesitation about price regulation ef- 
forts and seldom the briefest. men- 
tion of anti-trust legislation. 

There will certainly be shorter 
hours and at an early date. Organ- 
ized labor (and currently the Con- 
gress) seeks a 30-hour week. ‘The 
President said: “It is the immediate 
task of industry to re-employ more 
people at purchasing wages and to 
do it now.” General Johnson tenta- 
tively urged code authorities to cut 
hours 10 per cent and to raise wages 
10 per cent as the first step in carry- 
ing out the President’s appeal. With 


but one or two unidentified excep- 
tions, all manufacturing, wholesaling 
and retailing representatives pro- 
tested the further cuts in hours and 
advances in wages. The existing 
hours and wages were difficult of 
compliance and could not be con- 
tinued much longer without specific 
administration aid and approval for 
price regulation to eliminate preda- 
tory competition. The probable out- 
come will be a compromise—likely 
a 36 hours base, at the same pay. 
This is essentially a 10 per cent cut 
in hours and slightly more than 10 
per cent increase in the hourly wage 
rate, but is not a net wage increase 
for the wage earner. It is unlikely 
that uniform hours will be attempted 
for all industries as General John- 
son’s closing remarks promised in- 
dividual consideration for each in- 
dustry. But it is almost certain that 
all groups will be required to make 
some concession on existing hour 
scales. The figures cited relate to 
those groups on a 40-hour basis, 
from which relative (probable) 
change, any other base change can be 
determined. Of course, until some 
decision is announced from Wash- 
ington, there can be no official con- 
clusion on the hour base change. But 
the information offered here repre- 
sents the temper of the thinking at 
the NRA conference, and approxi- 
mates very closely the changes to be 
expected. ° 

For the first time, in nearly 40 
years, American business is hopeful 
of some form of approved price 
regulation without the menacing 
shadows of anti-trust law prosecution 
—yet with no thought of repealing 
or ignoring the famous Sherman law 
and Clayton Act. Among manufac- 
turing groups the desire for “open 
price practices” in codes was unani- 
mous, the desire for resale price 
maintenance the same. Representa- 
tives of the National Retail Code Au- 
thority (claiming approval of N.R. 
H.A. members on the authority) op- 
posed both measures but particu- 
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larly the “open price” plan. It was 
reported that the retailers would fa- 
vor a resale maintenance plan in 
which they would have a voice in de- 
termining resale prices but that they 
were unwilling to accept resale 
prices established solely by manufac- 
turers. Consumer board opposition 
was uncompromising but labor rep- 
resentatives were agreeable to its con- 
sideration as a means of maintaining 
wages. 


Orderly Price Structure 
Sorely Needed 


Throughout the open price dis- 
cussions, it was repeatedly empha- 
sized that only with some orderly 
price structure could industry hope 
to survive and that it was in the best 
interests of labor, the consumer, the 
wholesaler and retailer that open 
price methods be followed. It was 
said that sufficient competitive fac- 
tors would always keep such control 
from supporting unwarranted high 
prices. An example was that exces- 
sively high prices for lumber were 
forcing builders to use brick. An- 
other speaker, interested in brass and 
copper products, said if copper goods 
were kept at high prices the galvan- 
ized ware industry would get the 
business. Others made like state- 
ments and comparisons between com- 
peting materials. 

It was generally admitted that any 
form of price control would mean 
somewhat higher prices but that this 
must not be confused with the “price 
gouging” charges, newspaper head- 
line writers talk about. A speaker 
suggested that any wage earner would 
gladly pay $10 for shoes, if he had 
the ten, and that 50 cent shoes 
wouldn’t interest him if he was shy 
the half dollar. 

Throughout the price problem ses- 
sion (Group 2) NRA officials showed 
a most sympathetic and understand- 
ing interest in the subject. This was 
particularly true of A. D. Whiteside, 
divisional administrator of NRA, who 
will be remembered as the NRA 
deputy in charge of both the basic 
wholesale and basic retail code hear- 
ings. Though, necessarily careful 
about committing himself on the sub- 
ject, his several comments were taken 
generally as encouragement to in- 
clude open price provisions in all 
codes. The immediate chances for re- 
sale price maintenance also are not 
as favorable but the one form of 
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price regulation might very properly 
lead steadily to the other. 

In the Group 4 sessions, devoted to 
code administration and improve- 
ment, the difficulties faced by code 
authorities were discussed at great 
length. That the designation “code 
authority” is a misnomer was stressed 
by several speakers who recognizing 
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NRA Administrator 


that they had no authority found 
code progress difficult. From many 
quarters, an inability to collect the 
code assessment fee was offered as 
the outstanding problem. 


Five Groups Met 
Coincidently 


Employment was the topic cov- 
ered by Group 1 and’as might be ex- 
pected it was here that the dizcus- 
sions on shorter hours were heard. 
Group 3 dealt with such trade prac- 
tices as were not part of the price 
study by Group 2. Croup 5 con- 
sidered the problems of the small 
business and the most effective means 
for protecting such from inequitable 
code provisions. 

The hardware industry was well 
represented at the NRA conference. 
Frank A. Bond, vice-president, The 
McKay Co., Pittsburgh, Pa., made 
the outstanding contribution to the 
price control sessions of Croup 2 on 
Tuesday. Ilis opinions, recommen- 
dations and answers to the chair- 
men’s queries met with widespread 
and loudly applauded approval. He 
called for dignified, orderly, legiti- 


mate price regulation and assured 
the administration that this would 
be in the best interests of the 
consumer and would not lead to 
general, unwarranted high prices. 
Other hardware manufacturers in 
attendance were: Fayette R. Plumb, 
Fayette R. Plumb, Inc., Geo. B. 
Durrell, The American Fork & 
Hoe Co.; W. H. Roberts, Jr., S. L. 
Allen Co.; Geo. S. Case, Lamson & 
Sessions Co.; Don S. Brisbin, Co- 
lumbus-McKinnon Co.; A. P. Van 
Schaick, The American Chain Co., 
and president of the American Hard- 
ware Manufacturers’ Association; D. 
W. Northup, The Henry G. Thomp- 
son Co.; Geo. T. Kimball, The Amer- 
ican Hardware Corp., and J. Harvey 
Williams, J. H. Williams & Co. The 
wholesalers were represented by Geo. 
H. Groff, Wm. H. Cole & Sons, and 
Geo. A. Fernley, secretary, National 
Wholesale Hardware Association. 
The National Retail Hardware Asso- 
ciation was represented by Rivers 
Peterson, editor, Hardware Retailer, 
and E. A. Herrnstein, Chillicothe, 
Ohio. The last two participated in 
the Group 4 discussions but the other 
concentrated on Group 2 sessions. 

These are the highspots in the 
NRA mass meeting discussions. The 
five groups met, coincidently morn- 
ing, afternoon and night. The open- 
ing session addressed by the Presi- 
dent was a general conference as was 
the closing session which heard Cen- 
eral Johnson. Both these major ad- 
dresses were broadcast on a nation- 
wide hook-up, because of their vital 
importance to all people in this coun- 
try. The code authority and code 
committee members present had heen 
invited by NRA to join in this mass 
conference just as the public had 
been invited the previous weck. Roth 
weeks were devoted to a study by 
NRA to determine what the public 
and what industry wants, needs and 
should have. Constructive criticism 
was not only invited but actually 
sought. Industry’s chief articulate 
complaint was based on the many de- 
lays incident to all NRA activities. 
But such complaint was usually of- 
fered with an accompanying state- 
ment of appreciation and sympathy 
and so well received. 

Because of the importance of these 
many sessions held in Washington, 
D. C., last week, the next issue of 
Harpware ACE will present a more 
detailed report on all phases of the 
NRA mass conference. 
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ODDS AND ENDS 


HE advantage, when one is 

semi-demi-retired, of having 

an office in a good location is 

that you have a lot of callers, and if 

you are a sympathetic listener, each 

of these callers has an interesting 
story. 

Stories have been told me at my 
desk recently, which, if used by a 
first-class modern author, would put 
him on the road to fame. 


* * . 


One of my recent callers talked 
about the “Mutiny on the Bounty,” 
on an English ship, in the South Sea 
Islands about 150 years ago. The 
crew divided. The Captain and the 
loyal members of the crew were 
placed in one of the small boats, and 
left to find shore as best they could. 
After a cruise of about 2,000 miles 
in this open boat, they reached land. 
The captain’s name was Bligh. He 
discovered an island in the South 
Seas which was afterwards named 
after him. 

The mutineers, who were eight, 
sailed back to Tahiti, where they 
loaded up with water, fresh’ fruit, 
fish, pigs, four native men and eleven 
native women. From there they set 
sail for an unknown destination. On 
board the ship were 12 men and 11 
women, 23 souls in all. The head 
man of the mutineers was named 
Christian. 

They finally reached. Pitcairn Is- 
land, 2,000 miles from Tahiti—about 
6,000 miles roughly, from San Fran- 
cisco. Pitcairn Island is an extinct 
volcano, with precipitous cliffs all 
around. But at the top of these cliffs, 
in the bed of the crater, there was a 
fertile valley, protected from the 
storms of the sea and the high winds 
by the sides of the crater. Here 
Christian dismantled his ship and 
then burned it. 

On this island the mutineers felt 
comparatively safe from British war 
vessels sent out to capture them. 

Here briefly is what happened on 
the island. The native wife of a 
sailor by the name of Williams, 
while hunting for birds’ eggs, fell 
from a cliff and was killed. Wil- 
liams took the wife of one of the na- 
tives to fill her place. This led to 
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bad blood between the native men 
and the white men. The natives got 
together, and massacred four of the 
eight white men. Then the remain- 
ing four white men massacred the 
four native men. This left four white 
men and ten women, together with 
the children that had been born on 
the island. Two of these men were 
killed in fights. This left two men. 
One of these contracted asthma and 
finally passed away, which left only 
one white man, by the name of 
Adams, with the ten native women 
and a large family of half-breed 
children. Many years later, when 
the British warship “Topaz,” finally 
landed at Pitcairn Island, they found 
only Adams left of the eight muti- 
neers. 

So much for the dramatic story of 
this mutiny. In the Atlantic Monthly 
for March is an account of the visit 
of an ex-war veteran to Pitcairn Is- 
land in 1933. The story told above 
is merely a synopsis of the account 
in the Atlantic Monthly, which will 
be concluded in the April issue. I 
am now looking forward to the April 
issue, to find out what this veteran 
saw in Pitcairn Island when he ar- 
rived. The colony has now become 
quite a large one, composed of the 
grandchildren and _ great-grandchil- 
dren of the original mutineers. It is 
a curious fact that all the people now 
living on this island have only a few 
namcs. 

The story of Pitcairn Island in- 
terested me very much, especially be- 
cause, when I was in the drug 
business, we once received an order, 
addressed to me personally, for a 
line of drugs to be sent to Pitcairn 
Island. At the timé this order was 
filled I didn’t know the history of 
this island. 

My caller was very much in- 
terested in this story, so I thought 
perhaps some of my readers would 
be also. No doubt they must use 
hardware on the island. Here is an 
opportunity for a little development 


work on the part of hardware manu- 
facturers and jobbers. 


* * * 


Another caller, discussing foreign 
business, told of receiving orders for 
large polished brass padlocks from 
the east coast of Africa. These pad- 
locks were ordered in gross lots. Be- 
coming interested as to how they 
were used, inquiries were made of 
the dealer in Africa who ordered 
them. His reply was illuminating. 
to say the least. He said the pad- 
locks were not sold to lock anything 
up. They were sold to the natives 
as ornaments. The natives used them 
as pendents on neck chains hanging 
on their breasts. 


ce * * 


Another visitor brought up the 
subject of surprises. He asked me 
what was the greatest surprise I had 
ever had in my life. I stopped and 
thought, and then told him this story. 
In 1913, while traveling in Europe, 
I visited a place in Austria, right 
over the borderline from Italy, called 
Cortina de Ampezzio. The great idea 
at this place was to climb mountains. 
I must admit that I could never 
grasp the great joys of mountain 
climbing. However, because it was 
the fashion, and because I was trying 
to reduce, like the rest, I climbed. 
One day I had left the hotel all by 
myself, to try to climb to the top of 
one of the highest peaks. I had 
climbed almost to the top, when | 
sat down to rest, eat my lunch, and 
enjoy the magnificent view. From 
my vantage point on a huge boulder, 
the town of Cortina, the church and 
the houses in the valley looked like 
children’s toys. Suddenly the still- 
ness was shattered by the sound of 
a voice singing happily. The singer 
appeared to be coming up the path 
I had just traversed. He had a very 
good voice, and his song seemed to 
fit in with the scenery. He got 
nearer and nearer, and suddenly ap- 
peared around the bend of the path, 
in the full regalia of a Tyrolean 
mountaineer, a little cap with a 
feather perched jauntily on his head. 
wheeling a baby carriage containing 
a husky infant. I have had surprises 
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in my life, but this one took my 
breath away. Imagine meeting any- 
one at the top of a steep, high moun- 
tain, wheeling a baby carriage! The 
mountaineer stopped and spoke to 
me. However, as I didn’t speak Ger- 
man, and he didn’t speak English, | 
was not able to satisfy my curiosity 
as to where he was going with that 
infant in a baby carriage on the top 
of a mountain. After a short breath- 
ing spell, he started off again with 
the baby carriage, waved his hand in 
farewell, and disappeared up the 
path. 
* oe _ 

It was also at Cortina that one 
morning, before breakfast, I stepped 
out in front of the hotel to fill my 
lungs with the wonderful mountain 
air. There was a little lady also 
walking up and down in front of the 
hotel. She had dark hair and snappy 
black eyes, and was dressed for trav- 
eling. She walked over to me and 
inquired in a foreign accent: “You 
are an American, are you not?” | 
replied in the affirmative. “Do you 
live in New York?” continued my 
inquisitor. “No,” was my answer. 
“It must be a wonderful place,” said 
the lady, a bit wistfully I thought. 
Then in a matter of course voice, she 
said: “Won’t you walk with me?” 
So I walked up and down with the 
little lady, and we talked about the 
United States. I told her about the 
far west, about Colorado, Utah and 
Montana in the early days. She was 
very much interested. As we walked 
up and down, I noticed the manager 
of the hotel standing in the doorway, 
looking at us. After a few minutes, 
two automobiles drew up in front of 
the hotel. There were two men on 
the driver’s seat in each of these 
automobiles, dressed in a very queer 
livery, composed of a sort of smock 
that came up high under their chins 
and was double-breasted, with a 
leather belt around the waist. Their 
breeches were loose and voluminous 
and were tucked into soft leather 
boots. 

The back of the first automobile 
was empty, but in the back of the 
second one were two women, evi- 
dently maids. The little lady stopped 
beside the first machine, just as a 
very tall man in a long overcoat step- 
ped out of the hotel. He quickly 
came over to the automobile, placed 
a cloak around the little lady’s shoul- 
ders, and helped her into the auto- 
mobile. Before getting in, however, 
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she offered me her hand, and as we 
shook in good American fashion, she 
remarked: “I hope some day we will 
have the pleasure of meeting again, 
perhaps in New York.” Then the 
tall gentleman stepped in beside her, 
spoke to the chauffeur and the two 
cars started off down the hill, on the 
road to Venice, about one hundred 
miles away. As it was now about 
time for breakfast, I walked back to 
the hotel. The manager honored me 
with a very low bow. “Ah,” said 
he, “I see you have the honor to be 
acquainted with the Grand Duchess 
Vladimir.” “Well, well,” I  an- 
swered, “is that who she was. I 
didn’t know I was talking to a Grand 
Duchess. Who was the gentleman 
with her?” “That,” said the man- 
ager, “was the Grand Duke Boris.” 
Now was it, or was it not, too bad 
that I didn’t know to whom I was 
talking? Probably it was just as 
well that I did not, because I felt 
perfectly natural until the funny- 
looking chauffeurs turned up. 

It’s too bad, isn’t it, that in that 
beautiful country of Austria, with 
that wonderful air and all the beau- 
tiful scenery, they can’t find anything 
better to do than to shoot each other 
because of some difference in pollit- 
ical opinions. 


* * aa 


Ho, Hum! My next caller didn’t 
talk about Austria, or surprises. He 
was a small manufacturer. He has 
made a living for himself and his 
family for some 40 years with his 
small factory. We discussed the lat- 
est news from Washington. He 
shrugged his shoulders and _ re- 
marked: “So now they want a 10 
per cent increase in wages and a 36- 
hour week. For the past four years 
I have just broken even. I have been 
willing to help out with the N.R.A., 
but I can’t see where it has done me 
any good. Now I am growing old. 
I can liquidate my factory and have 
enough money left to last me pos- 
sibly for the next 10 years. By that 
time I should be out of the way. 
Therefore, I have made up my mind 
if the hours per week are reduced, 
and it is necessary to advance wages 
any more, that I am through. I will 
sell out my factory and let some of 
the younger men work out those 
problems. Possibly after all,” said 
he, “that will be best. I would rather 
go where there is a good climate and 
live simply on as little as possible, 


than continue as | have for the past 
four years.” 
* * * 

My next caller was a retired manu- 
facturer. He is living on his invest- 
ments. He has had a wide expe- 
rience. “It seems to me,” said he, 
“that if hours are to be reduced and 
wages advanced any further, it is 
inevitable that prices will be ad- 
vanced. At least, that is what many 
manufacturers will consider as an 
offset to increased expenses. How- 
ever,” said he, “every experienced 
merchant knows that there is what 
is known among steel men as a ‘cril- 
ical point’ in tempering. That means 
if you raise the heat to this point, 
then you have the right temper. If 
the heat goes up beyond this point, 
then the temper is lost. So,” he said, 
“the same thing is true in selling 
goods. You can push prices up to 
a certain point, which is the critical 
price point. Sales may be main- 
tained even at this higher level. But 
if you go above this critical price 
point, then invariably there is sales 
resistance, and a large drop in vol- 
ume. For instance,” he said, “the 
regular price of an automobile may 
be $500. You may push this price 
up to $550 and still maintain volume. 
But if you make the price $600, then 
your sales will drop surprisingly. 
You see,” he said, “the price places 
every article of merchandise in a cer- 
tain class. The consumers are will- 
ing to pay about that price for that 
class of goods. However, if the price 
is pushed still higher, the unit is 
taken out of its class and an attempt 
is made to sell it in a higher class. 
That is where the consumer accept- 
ance shows signs of failing.” 


* * o 


A shoe salesman dropped in. He 
had been working in the factory and 
was taking his first trip on the road, 
in Pennsylvania. I have always 
sympathized with salesmen taking 
their first trip. So I asked this young 
cub how he was getting along. “I’m 
having a terrible time,” said he. 
“You see, my factory formerly made 
a first-class shoe to retail at $5.00. 
It was actually the best $5.00 shoe 
on the market. But with shorter 
hours and the advances in price of 
labor and materials, my factory has 
advanced the price from $5.00 to 
$6.00. The $5.00 shoe originally 
cost the retailer $3.50. The $6.00 

(Continued on page 108) 
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Sales Insurance 


DVERTISING is just another 


form of insurance. It is an 


insurance on your sales rather 


than a panacea to be administered 
to a business when sales have fallen 
off. Advertising cannot be regarded 
as an expense. Advertising is as 
much of an investment as the fixtures 
in your store. 

In many stores, advertising seems 
to be a last minute gesture. No 
thought has been given to what 
should appear in the next advertise- 
ment until just before the copy must 
be in the hands of the printer. ‘The 
merchant then racks his brain for 
something to advertise. He picks on 
whatever happens to be in his mind 
and in the hurry the job is just half 
done. 

Good advertising does not mean 
price cutting. Selling merchandise 
below cost or with insufficient mark- 
up is a practice that has lost for re- 
tail stores, an incalculable amount of 
profits. It is a practice that has in- 





use good seeds 


ecee for gardening success 


Have you ever tried to grow vigorous, lusriar t 
plants from cheap seed? Poor economy, isn't 
it? Good seed is always the most economical 
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By CHAS. I CRAWFORD 


Barrett Hardware Co., Joliet, Ill. 


creased the cost of operation and 
killed the profits on many lines. The 
store that starts a price war not only 
looses its own profits but steals the 
profits of its competitor. 

It is a simple matter to promote 
sales by price cutting, which no 
doubt, is the reason for so many float- 
ing sales promoters who put on the 
sensational money raising sales all 
over the country and leave stores 
crippled for months afterward. Pro- 
moting sales by constructive adver- 
tising is an art seemingly possessed 
by few. 

Advertising has a cumulative ef- 
fect. Hardware sales usually lag be- 
hind advertising. In many instances 
sales are made months after an ad- 
vertisement. The important thing is 
to keep pounding away and, after a 
time, you will find direct results in- 
creasing more and more. 

Never loose sight of the impor- 
tance of selling your store as an in- 
stitution. Focus your customers at- 
tention on your store policies, and 
your service. Humans form habits 
of doing everything. Help them to 
form habits of coming to your store. 
Have you ever thought how natural 
it is for you to walk home on the 
same side of the street each day? 
When you are asked to bring home 
some groceries do you stop and think 
where you will buy them? Our guess 
is that you just unconsciously walk 
to your regular trading place. 

Be very careful in the selection of 
a headline for your advertisements. 
The headline may be compared to 
the headline of newspaper columns 
or to the title of books. The head- 
line may mean the difference between 
success or failure. It should be brief 
and specific, and it should be orig- 
inal. 

Originality in advertising is what 
creates human interest. Avoid using 
worn out expressions like, “House 
cleaning needs,” “Canning supplies,” 
etc., these expressions lost their orig- 
inality years ago, and, oftentimes, a 
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familiar expression recalls another 
firm’s advertising, thus making your 
own worthless. Use your own ideas. 
Remember, no one has a corner on 
methods‘of advertising and you may 
develop a style that will surpass any- 
thing that has been thought of be- 
fore. No college has yet been able 
to turn out a finjshed advertiser. 
Your store is the only college that 
can develop this art. 

With increased competition in the 
hardware field, we find it more diffi- 
cult each day to maintain volume. 
Every merchant admits that adver- 
tising is necessary, yet, many do little 
or nothing in the way of consistent 
advertising. No hardware merchant 
can expect to make progress without 
doing some form of advertising. 

How much you should spend for 
advertising your business is a matter 
for your own judgment. Much ex- 
cellent material dealing with the spe- 
cial phases of advertising has been 
written by others. 
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Chains Are No Problem 


to 


Wilkinsburg, Pa. hardware merchant urges all indepen- 
dents to “quit fighting among themselves, and sell 


Pennsylvania hardware men they 

immediately mention Walmer’s. 
Charles Warren Walmer has learned 
to slap back at the chain stores in 
Wilkinsburg and make them like it. 
He, first of all, has provided a store 
that will hold the attention of any 
customer when he or she comes into 
the store. All the buying connections 
in the world will not solve the prob- 
lem unless you make shopping inter- 
esting. Walmer is not concerned 
about the chains taking a few sales 
on competitive lines, but he knows 
that every time a chain gets one of 
his customers away, even for a small 
item, that customer has started to be- 


l' you speak of Wilkinsburg to 


the public” 


By J. A. WARREN 


Associate Editor, Hardware Age 


come wayward in his shopping hab- 
its. So he has decided to make the 
best price possible on sufficient items 
to insure habitual store traffic. He 
knows that the majority of chain store 
managers are inflexible in the matter 
of prices. The 5c. and 10c. stores, 
as well as the higher price stores, 
must sell their items at these round 
figures, but a penny less will stop 
traffic on a profitable item for them 
when they become troublesome on 
some of Walmer’s profit lines. 

In this fight against certain chains 
he has the cooperation of the man- 


agers of other chains who wish to do 
business on a paying basis instead of 
“dog fight” methods. It is much 
more persuading to the offending 
chains when several stores are mak- 
ing an attack than if only one is 
“pecking” at them. 

Mr. Walmer makes the statement 
that he has never cut a price first. 
He does meet and beat prices when 
others start the “monkey business.” 
He states that out of 22,000 items 
only fifty to one hundred are “hot,” 
or competitively priced. Of these, 
cigarettes, soap, toilet articles such 
as lotions, creams and items of that 
type, make up the “shock” lines. They 
are, it will be observed, items that 





Walmer’s store in Wilkinsburg, Pa., is now using a terraced display table like that in phote. It rises toward the center on four 
sides and is a very efficient salesman. 
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attract the patronage of women and 
they have a startling effect upon the 
general sales of the store. They have 
a strong influence in making the bal- 
ance of the Walmer stock household 
or women’s merchandise. 

The entire personnel of the Walmer 
store is alert to business opportuni- 
ties. The enthusiasm of the proprie- 
tor pervades the establishment. The 
sales people, some of them chain 
store trained, are equally eager to 
make things go and their happy de- 
meanor indicates that Walmer is a 
good employer. All these things 
make it apparent, when you visit this 
store, that Charlie Walmer forgets 
very little, if anything, that makes 
a live store. 


Price Not the Only 
Attraction 


Although this article started with 
the subject of meeting chain store 
prices on competitive lines, Walmer 
by no means counts the day finished 
on that point alone. He constantly 
improves his store arrangement and 
adapts every innovation that will at- 
tract more people or sell more mer- 
chandise. There was a steady trick- 
ling of visitors, from the convention 
at Pittsburgh last week, to Walmer’s. 
They wanted to see how this pro- 
gressive store operated. 

Walmer does not wait until there 
is a demand for merchandise before 
placing it on display. Even now, 
seeds and spring goods are getting 
attention, although a heavy snow still 
lingers on the ground. Lawn mowers 
will make their appearance on the 
sales floor long before there is an 
actual demand for them. They will 
be reminding people of lawn mowers 
for weeks so that when the demand 
comes along it will naturally “come 
to papa.” Fruit jars are out on dis- 
play early in the canning season and 
Mrs. Wilkinsburg sees them and 
thinks about them long before she 
needs them. Remember, those com- 
petitive prices are intended to attract 
the customer to the store and then 
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CHARLES W. WALMER 


A clean, neat store, with properly arranged displays, lines of merchandise in which 

the public is naturally interested; all backed by a keen appreciation of what it 

takes to attract people to the store are part and parcel of the Walmer store at 

Wilkinsburg, Pa. The store has that element of interest that takes people into it 

without any particular need, but just to shop around. Few come in who do not 

make purchases, but customers have learned that they may take their own time or 
even walk out without buying at Walmer’s. 


your displays should do the future 
selling. 

There are right and wrong ways to 
word a price ticket and a ticket is no 
hypocrite if it says “Oil l6c. a Qt. 
(in 2 gallon cans).” If a slightly 


better price is given, the customer is 
perfectly willing to take two gallons 
to get it. This plan can be followed 
to increase the sales of almost any 
item. Some stores inherited the evil 
of giving the profession, ministers, 
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and certain institutions a cut in prices. 
While educating the public in such 
a bad habit they complain of com- 
petitive conditions. Walmer tells you 
he gives no special considerations to 
any favored individual or group. He 
makes his prices as low as compatible 
with his own ideas of profit and sells 
at the same price to all. 

His one complaint is that some 
large manufacturers persist in buying 
at wholesale for the benefit of em- 
ployees and that the practice does 
not stop even with employees, but 
extends to employees’ friends and fre- 
quently gets out of hand altogether. 

In selecting the lines to build traf- 
fic, Walmer favors those that have 
heen given publicity in many ways, 
such as newspaper and magazine ad- 
vertising and the radio. “Let the big 
comedians work for you,” he says. 
They help the public to recognize 
the goods when they see them in your 
store. This Wilkinsburg merchant 
is a generous user of newspaper space 
on his own account and the Wilkins- 
burg Gazette carries a half page to a 
page each issue. 
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Walmer believes strongly in the 
theory of what he calls “right hand 
display.” A stock of carpenters fold- 
ing rules had not been moving for 
more than three years. Moved from 


a left hand table to a hight hand 


position and they moved. A demand 
item was put in place of the rules. 

The last few months have found 
the Walmer staff kept on their jobs 
and busy remodeling the display 
tables. The illustrations of this ar- 
ticle show the terraced arrangement 
which is found to show the merchan- 
dise to better advantage than his old 
tables did, making it easier to reach 
over for articles at the back of the 
tables. The glass fronts on the boxes 
increase the visibility and the back 
terrace is only ten inches high. 

A parting shot was: “Tell the re- 
tailers to stop fighting among them- 
selves and sell the public.” To which 
we replied “Amen!” This man’s ex- 
perience in Wilkinsburg, a suburb of 
Pittsburgh, shows that retailers can 
govern themselves and police them- 
selves. The penalty for overstepping 
the mark on prices is to get “socked” 
hard by those who want some profit, 
at least. It cannot be done without 
alert merchandising, generous adver- 
tising and cooperation with the real 
retailing factors in your town. Use 
these things and you can whip the 
chains with their own lash. The alert 
merchant has opportunity knocking 
at his door every day—the one who 
does nothing but complain of con- 
ditions never gets them. 

Ideas are the sinews of traffic 
building; ideas that never permit 
your public to forget your store even 
for a day. Some have found that 
demonstrations are effective in get- 
ting customers acquainted with the 
store, many have used circulating 
libraries which not only brought in 
thousands of people over a period 
of a year, but also paid for the books 
and their installation through rentals. 
The latter is a case of finding an 
interest that appeals to a large num- 
ber of customers, mainly women, and 
then providing the means for satisfy- 
ing that demand. It is just another 
way of getting them into the store 
frequently—store traflic, in other 
words. 


This corner of the Walmer sstore, 

Wilkinsburg, Pa., is a hot spot in 

producing sales of brushes, paint and 

kindred merchandise. Note the posi- 

tion of the brushes and the terraced 
and ticketed displays. 
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“Straight line produc- 
tion” is a feature of the 
kitchen and laundry of 
the Westinghouse 
“Home of Tomorrow” 
dedicated at Mansfield, 
Ohio, on Feb. 21, 1934. 
The home itself is a two- 
story brick veneer eight- 
room house with garage 
attached. 


HE Westinghouse “Home of To- 
morrow” was dedicated to the 
women of America on Feb. 21, 
1934. This 87 kw. complete electrical 
home at Mansfield, Ohio, represents the 
research of 18 divisions of the engi- 
neering organization of Westinghouse 
Electric & Mfg. Co. It has every im- 
aginable device, appliance and design 
to provide comfortable living with a 
minimum of household labor. The 
heating and air conditioning equipment 
in the basement manufactures all year 
weather to suit the occupants of the 
house. A microphone arrangement 
provides vocal contact with a stranger 
at the door from several points in the 
house. This saves steps. Every room 
in the house has a telephone outlet 
into which one of two portable tele- 
phones may be plugged, so that phone 
conversations may be held in any part 
of the house. 
In every room, lighting has been 
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scientifically installed and located to 
provide varying degrees and moods of 
light. Emergency night switches, in 
each bedroom put a light in every 
room should there be a burglar in the 
house, or sickness. Concealed, indi- 
rect lighting is found in all rooms. 
Every part of each room may be 
lighted. Windows have special lights 
to give a sunshine glow on a dull day 
or during the night. Bookcases have 
special lights. There are lights every- 
where and each is useful and _ prac- 
tical. 

The kitchen and laundry have 
“straight line production” for the 
housewife. Between the kitchen and 
dining room is a convenience pantry 
electrically equipped to prepare a 
light evening meal or other refresh- 
ment without using the kitchen itself. 
Step plates on either side of the door 
between pantry aid dining room, con- 
trol this door and open it as one ap- 


The Westinghouse 
“Home of Tomorrow’ 


proaches with a tray of refreshments. 

The home itself is a two-story brick 
veneer, eight-room house, with garage 
attached. A flat deck roof has a pent 
house or roof deck, both enclosed and 
exposed. This makés a good card 
room, or place of retreat. A flat ter- 
race on the second floor level is ac- 
cessible through doors from the mas- 
ter bedroom. The garage doors may 
be controlled from switch buttons in 
the kitchen, from one of two key sta- 
tions in the yard or from a radio but- 
ton on the owner’s car, as well as from 
the switches in the garage itself. 

Without the furniture but complete 
with the electrical equipment it has 
been estimated that the Home of To- 
morrow could, on production basis, be 
sold for $12,000. 

Each room has its own radio. The 
play room in the cellar is large enough 
for ping pong. It is located next to 

(Continued on page 84) 
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ADVANCES BECOMING EFFECTIVE 


Steel Bar Clamps Hose Fixtures and 
Gem Well Curbs, Ete. Accessories 
Some Types of Lanterns Glass Fruit Jars 
Wire Strainer and Packers’ Cans 
Filter Cloth Jelly Glasses 


DECLINES BECOMING EFFECTIVE 
Galvanized Pipe Straps 
Axe, Pick Handles, Ete. 


Cetton Gloves 
rurpentine 


SHOWING A FIRMER PRICE TREND 


Weatherstrip Bx Armored Cable 
Aluminum Cooking Utensils 


BEING QUOTED UNDER A NEW PRICE PLAN 


Hay Carriers, Etc. Lead Pencils 


Hardware sales of bolts and nuts 
are somewhat improved. Prices of the 
leading mills are firmer than those 
quoted by short-line makers, and by 
some jobbers, though approval of the 
code is expected to steady all offerings. 
Cleveland bolt, nut and rivet plants re- 
ported February sales were running 30 
per cent ahead of those for January. Au- 
tomobile manufacturers are the best 
buyers, although agricultural imple- 
ment makers and railroads are placing 
some orders, and an especially good 
tonnage is expected from the Pennsy]l- 
vania lines. 

* * 


Prices on nails and wire prod- 
ucts have not advanced, remaining at 
the Dec. 1 levels. Buying of barbed 
wire and fencing is improving, but nail 
demand is very light. The influence 
of low advertised quotations to the con- 
sumer on wire products, in the latest 
general mail order catalogs, is disturb- 
ing to hardware retailers whose costs 
are restricted by steel code regulations. 
Under the code, contracting for sec- 
ond quarter deliveries of steel products 
became permissible March 1.  Ship- 
ments must be completed by June 30. 


* @ © 


Prices on cotton gloves, notwith- 
standing that the glove code went into 
effect on Jan. 13, are very low. Prior 
to that date, price cutting was common 
by some of the smaller makers on 
volume business, with the leading pro- 
ducers holding to what they considered 
fair prices. Several of the leading fac- 
tors, however, issued last month a new 
and substantially reduced price sched- 


ule. 
* * * 


On steel wool, quotations have 
remained stationary since the new 
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prices were issued after the signing of 
the code. The new type of one pound 
package, which instead of being one 
solid mass of wool, that required tear- 
ing apart, consists of 16 flat individual 
pads, is meeting with unusual success. 


* 2+ 


Some jobbers are slightly reduc- 
ing axe, pick and other handles, find- 
ing that one of the large producers has 
withdrawn the advance made last 
August, due to more favorable pur- 
chases of hickory. No regular decline 
has been announced, but the market is 
easier. 

* * * 

Steel bar clamps, carriage and 
other patterns, except the cheaper 
quilting frame clamps, have advanced 
about 10 per cept. 


* * * 


Wholesalers ‘report carpenters’ 
tool sales are generally better, with the 
approach of spring repair activity. 


* * * 


Hose fixtures and accessories 
have advanced about 714 to 12% per 
cent, including Perfection couplings 
and menders, corrugated couplings, 
sprinklers and nozzles. 


* * * 


Gem well curbs, tubing, and rub- 
ber buckets have advanced approxi- 
mately 5 per cent. 


* * * 


The list prices on hay carriers, 
track, pulleys and accessories were ad- 
vanced from 10 to 12% per cent last 
fall, after the season had closed. These 
new lists are in effect at the present, 
and will probably govern during the 
coming season. The discount to the 
dealer remains the same as heretofore. 


HOW'S the 


Manufacturers of lanterns have 
standardized patterns to a considerable 
extent, lessening the necessity of the 
dealer carrying many types. Lanterns 
are now made with only two sizes of 
fount, capacities one pint and one 
quart. The one pint sizes are for the 
“Junior” type. With the adoption of 
the code, some prices have been ad- 


vanced. 
* * * 


Glass fruit jars have been ad- 
vanced about 8 per cent, and jelly 
glasses about 5 per cent, by Ball Broth- 
ers Company, and Kerr Glass Mfg. Co. 
List prices on jars are up about 3 per 
cent—changes in the discounts account- 


ing for the remainder of the change. , 


* * * 


Prices on packers’ cans, numbers 
2 and 3, plain and enameled, have been 
marked up 20 to 25 per cent over last 
year’s quotations. 


¢* + # 


Jobbers are advised that on step 
ladders, the differential in price be- 
tween the department store and the 
hardware dealer will soon be corrected, 
and the discount to both will be the 
same. 

* * * 

On weatherstrip, there are well- 
defined rumors of an advance to be in 
effect some time this month. No defi- 
nite or final announcement has as yet 
been made. 

* * * 

Galvanized pipe straps have 
been substantially reduced in price by 
some makers. Electrical jobbers are 
told of an expected mark-up on BX 
armored cable during March, probably 
about $4 per 1000 feet. 


+ + 


Turpentine, after a series of 
steady and somewhat sensational ad- 
vances, starting Jan. 1, has reversed it- 
self with a three cents per gallon de- 
cline on Feb. 25. Further decline is 
said to be sure to follow. 


* * * 
The code affecting lead pencils 
was signed Feb. 28. Jobbers’ quantity 


discounts have been withdrawn, but 
the manufacturers, while working on 
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new prices, do not expect any further 
general advance at present. 


* + 


Sales of babbitt metal, reported 
to the Bureau of Census by 39 lead- 
ing manufacturers show a total of 
1,838,655 pounds during January, 1934, 
about 80 per cent ahead of December, 
and similarly ahead of last January. 
The increase, even over January, 1932, 
was 50 per cent. Prices on both solder 
and babbitt metal have been steady 
for several weeks, due to the greater 
stability of metal quotations. 


* * * 


On woven wire strainer and filter 
cloth, new prices have been announced, 
effective Feb. 15, by some factories, 
with general advances. The move, how- 
ever, has not yet become uniform with 


all factories. 
* * * 


February sales of the F. W. 
Woolworth Company reached more 
than $17,860,000, an increase of 9.9 per 
cent over February, 1933. For the first 
two months of this year the sales 
showed an increase of 12.2 per cent 
over the corresponding period last 
year. S. S. Kresge Company’s Febru- 
ary sales amounted to $8,797,000, an 
increase over February, 1933, of 9.2 
per cent. For the first two months of 
1934 the Kresage Company announced 
an increase of 11.8 per cent over the 
like 1933 period. 


* * * 


Butler Brothers have reported 
sharp improvement for 1933. Frank S. 
Cunningham, president, in his message 
to stockholders, mentions that the gain 
in volume in the first six months was 11 
per cent over 1932 and in the last half 
year 26 per cent. In the first seven 
weeks of 1934 a 50 per cent improve- 
ment has been made over the abnormal 
conditions at the start of 1933. Mer- 
chandise inventories on Dec. 31 were 
one-third higher than the preceding 
year. Mr. Cunningham said that Scott 
& Burr stores, Butler’s retail affiliate, 
reduced their loss from the preceding 
year by 90 per cent, and that indica- 
tions pointed to a profit for 1934. 
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Increased farmer buying power 
is expected to materially stimulate busi- 
ness at the various plants of the Ameri- 
can Fork & Hoe Company, according to 
an announcement by A. W. Ferguson, 
treasurer, who says the Dunkirk, N. Y., 
plant and the Conneaut, Ohio, unit 
have stepped up operations materially 
since the CWA created an unprece- 
dented demand for shovels. The com- 
pany’s plants in Ashtabula and Geneva, 
Ohio, are in production on active sched- 
ules, manufacturing fishing rods and 
bait, golf shafts, and small farm tools. 

* * * 


The demand for novelty wrist 
watches has so outgrown the former 
popularity of pocket time-pieces that 
the Waterbury Clock Company has not 
only been compelled to add several hun- 
dred more employes to its payroll, but 
to make several extensive alterations 
in equipment to meet the demand. Ad- 
ditional employes added during Febru- 
ary were expected to bring the total 
number to the 2500 mark, as business 
along all lines has witnessed a marked 
improvement. 

* * * 

A comfortable rate of expansion 

continues in hardware -sales, .whether 
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reported by manufacturers or by dis- 
tributors. The movement of goods has 
returned to normal in those areas 
which had been slowed down by late 
February storms. In fact, a number 
of wholesalers found the late spurt of 
winter demand very helpful in clear- 
ing out their balances of cold-weather 
supplies. Meanwhile, there has been 
no let-up in current spring ordering by 
retailers, and much of the buying is 
for refilling stocks too moderately esti- 
mated at the first purchase. 


*% * * 


Sales managers and _ traveling 
executives, familiar with conditions in 
all parts of the country, report that 
the South and Midwest are the most 
thriving sections at this time. Gov- 
ernment payments on cotton, hogs and 
other farm products, the upturn in the 
automobile and steel industries, and 
revenue from the CWA and PWA, have 
helped most in those areas, to swell 
consumer buying power. The better- 
ment is-said to be more noticeable in 
the small towns than in the cities. Some 
salesmen report that they have been 
visiting towns, neglected for the last 
two years, and are obtaining fair-sized 

(Continued on page 110) 
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This arrangement of interchange- 
able fixtures is used in the window 
at the right 








Start Spring Goods Displays 


PRING windows should now be 
functioning gaily. Do not let 
the season become too far ad- 

vanced without having the windows 
at least a couple of weeks in advance 
of it. Spring goods are being decided 
upon right now by your customers. 





PA 
13) Uae 
Ws 


AE HEAR 


Homeowners are thinking about 
lawn mowers, seeds and garden 
equipment. The window trimmer who 
waits until the demand actually be- 
gins before he starts to put in the 
window displays will miss the greater 
part of the business. Anticipate the 


Railey-Milam, Inc., Miami, Fla. (Robt. Gatliff) 











HERE 





Now 


seasonal demand and play up to the 
sales prospects. 

Such a window is that by Robert 
Gatliff, for the Railey-Milam Hard- 
ware Co., Miami, Fla. Here manu- 
facturers’ helps have joined hands 
with the window trimmer’s product 
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This arrangement of interchange- 
able fixtures is used in the window 
at the left 
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Christensen Hardware Co., Division of Ace Stores, Inc., Chicago 


- 
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= 
Inc. Law 
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w © ACE STORET 


to the 


tobert 
Hard- 
manu- 
hands to make a real selling window for 
‘oduct spring garden and lawn goods. 

The opening up of spring will, of 
course, bring out the sporting goods 
and wheel goods demand. The two 
suggested window displays, utilizing 
the HarpwarE AGE interchangeable 
display fixtures would make a strik- 
ing presentation of these lines. The 
large circular poster in the center 
background is a simple show card 
job and can quickly be produced and 
it will give a maximum of attention- 
getting power. If you have not re- 
ceived a sheet of measurements for 
building these fixtures, write the win- 
dow display editor. This sheet is 
available for the asking. 

For a window with a small display 
area that of the Christensen Hard- 
ware Co., Division of Ace Stores, 
Inc., Chicago, is full of suggestion. 
A small quantity of merchandise is 
necessary and the crepe paper deco- 
rations are held to a modest extent. 
This type of window is well suited 
to the display of electrical appli- 
ances. 
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SKEET FIELD LAYOUT ‘ 


No provision is made for pulling traps from central 
position. If weather or other conditions prevent trappers 
from hearing the shooters, traps may be released from 
point behind No.4 Station by sash cord or stranded 











Skeet Creates Year Round 
Shell and Gun Demand 


shooting sport the world has 

ever seen. Being an all season 
game for shotgun shooters, hardware 
merchants can increase their shell and 
gun business by seeing to it that their 
communities have skeet fields. With 
the increased leisure time provided 
by the N.R.A. program shooters may 
be expected to show an even greater 
interest in the sport. Dealers who 
will take steps to have skeet fields 
in operation in their communities 
this spring will be in a position to 
enjoy a healthy demand for shells 
and related goods throughout the 


Sen is the fastest growing 
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year. Otherwise, with the active 
hunting season in the background 
until next fall, these lines will natur- 
ally be in limited demand. 

Skeet derives its name from an old 
Scandinavian form of the word 
“shoot.” The sport was originated 
about nine years ago, and the action 
of the game closely approaches ac- 
tual shooting conditions. On this ac- 
count it is much more fascinating 
than straight trap shooting.  Al- 
though skeet is a comparatively new 
sport, it has steadily grown in popu- 
larity. Nearly one thousand skeet 
clubs are now in existence. Cham- 


pionship Skeet Shoots are being an- 
nually held in more than 20 States. 
It is estimated that more than 20,- 
000,000 shells and a like number of 
clay targets are used each year by 
skeet shooters. 

In every community there is a 
gradually increasing interest in the 
game, and if a skeet field is avail- 
able to local shooters, hardware 
stores are certain to benefit. Some 
hardware stores have found it prac- 
tical to build their own skeet field. 
In instances where it is impractical 
for the hardware store to have its 
own skeet field, the proprietor, or 
some member of the firm should play 
a leading part in forming a local 
skeet club, and in encouraging the 
sport at every opportunity. 

Several hardware stores who have 
skeet fields make the following com- 
ments on their beneficial effects: 

“We now have a skeet field, 
straight trap, and a rifle and pistol 
range ... frankly admit that this has 
been a great help, particularly dur- 
ing the dull period.”—Roberts 
Hardware Co., Inc., Utica, N. Y. 

“We had the first skeet field 
in the State. . . . I also find that it 
creates sales for guns and ammuni- 
tion in the summer time, which we 
would not have without skeet. I for 
one can say, I have sold many guns 
for skeet shooting.”—J. W. Berk- 
heimer (Hardware), Niagara, N. D. 

“The writer is secretary and treas- 
urer of both the Lakeside Skeet Club 
and the Mahoning Valley Gun Club. 
In such capacity, he acts as their 
purchasing agent and of course their 
business comes to this company. The 
Lakeside Skeet Club will throw about 
50,000 targets this year.”—W. R. 
Lentz, Stambaugh-Thompson Co., 
Youngstown, Ohio. 

“ ... A year or more ago the 
sportsmen were interested to such an 
extent that it was necessary to turn 
shooters away from the skeet field 
even though shoots were held twice 
a week.”—Potchernick’s (Hardware- 
Sporting Goods), San Antonio, 
Texas. 

“We had no trouble in interesting 
about 25 bird hunters . . . later we 
increased the membership to about 
50.” —-Jordan Hardware Co., Willi- 
mantic, Conn. 

Accompanying plans show a regu- 
iation skeet field layout that can be 
built for less than $100, including 
two traps and the two semi-enclosed 

(Continued on page 108) 
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MARSHALL-WELLS ASSOCIATES CONVENED IN 


For the fifth time, on Feb. 12- | 


14, 


associate dealers met sales- | 


men and executives of the Mar- | 


shall-Wells Co., Portland, Ore., 
branch of that wholesale hard- 
ware house. The three-day con- 
vention was attended by more 
than 100 dealers from all parts of 
the Pacific Northwest. 

Seth Marshall, president of the 
company, spoke on “Our 1934 
Opportunities,” explaining the 
policy of the company for 1934 
in reference to helping the asso- 
ciate dealer solve his problems 
of competition and _ operation. 
Mr. Marshall reviewed the prog- 
ress of the company and told how 





1933 had proven to be a profit- | 


able year. 

G. H. Young, manager, Port- 
land branch, gave an address on 
the subject of “Press On to 1934 
Opportunities,” and stated that 
every operation of the company 


would be closely watched in the | 


rendering of the best possible 
service to associates in 1934. 
M. R. Twiss, sales manager, gave 


| directors are; 


an address of welcome introduc- | 


ing the merchants. L. C. Falken- 
hagen, advertising manager, 
spoke on “Making 1934 Oppor- 
tunities Pay Dividends.” 

Three full days and evenings 
were spent in merchandising 
classes under supervision of de- 
partment managers of the Mar- 
shall-Wells Co. 
of new merchandise were on dis- 
play. Sales features of major 
lines of merchandise as controlled 
by Marshall-Wells Co. were cov- 
ered by representatives from 
eastern factories. A. B. Han- 
cock told of the “Possibilities of 
Profits for Retail Stores in the 
Sale of Tires.” 
sales manager, Zenith Washing 
Machine Co., covered the sales 
possibilities for washing machine 
business. George Ayre, manager, 
Marshall-Wells Co., Minneapolis, 
Minn., addressed the meeting on 
“Why You Can Profitably Mer- 
chandise Oil.” 

Part of the third day was spent 
by the dealers in going through 
the warehouse of the Marshall- 
Wells Co. 

Similar meetings of associate 
dealers were held 
Minn., Jan. 29, 30 and 31 and in 
Spokane, Wash., Feb. 19, 20 and 
74. 
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Mr. McKenna, | 


in Duluth, | 


Large quantities | 


__ PORTLAND; DISCUSSED PLANS, POLICIES 








Closing Banquet of Marshali-Wells Portland Branch Associates 


MANNING-BOWMAN & CO.| chandise will also be presented. 


ELECTS DIRECTORS 


Manning-Bowman & Co., Meri- | eributers, their 


den, Conn., elected six directors 
of the International Silver Co., 
Meriden, Conn., to its board at 
meeting. The new 
Clifford R. Gar- 
dinor, Evarts C. Stevens, Horace 
Wilcox, George H. Yeamans, 
Roy C. Wilcox, and Herbert J. 
Reeves. Other directors reelect- 
ed are Frederick H. Billard, 
B. M. Tassie, H. S. Mirrielees, 
Albert W. Savage and R. M. 
Rice. Officers were reelected. 


the annual 


G. E. TO LAUNCH A 
“PROSPERITY PARADE” 


The General Electric Co., Mer- 


| chandise Department, Bridgeport, 


Conn., will launch on March 19 
a “Prosperity Parade” that will 
visit radio, cleaner and home 
laundry equipment distributors 
and dealers in 32 key cities of 
the country. The “parade,” em- 


| bracing two tours of three weeks’ 


duration each, will extend over 
half the United States. 


Each group, comprised of six | 
| trained 


salespeople, will carry 
complete properties, with one day 
allotted to meetings in each city. 
Refrigeration distributors and 
specialty salesmen will atttend 
the morning meetings. Specialty 


| sales plans will be discussed and 


illustrated by means of charts, 
skits and short talks. New mer- 


| Afternoon meetings will be at- 
| tended by G. E. merchandise dis- 
salesmen and 
dealers. Plans call for presenta- 
tion of sales and advertising pro- 
grams, new selling methods, and 
demonstrations of new merchan- 
dise. 





UNDERHILL, CLINCH & CO. 
BEING REORGANIZED 


The old established wholesale 
firm of Underhill, Clinch & Co., 
84 White St., New York City, 
is being reorganized and the 
business will be continued. 

For a time, following the 
death on Feb. 13, of the firm’s 
president Herbert Lawrence, the 
future plans of the company 
were uncertain. Complete par- 
ticulars concerning the reorgan- 
ization are expected to be avail- 
able for publication in the 
next issue of HARDWARE AGE. 





DU-ALL MFG. NAMES 
THREE REPRESENTATIVES 


Ralph F. Henn, president, The 
Du-All Mfg. Co., Geneva, Ohio, 
has announced three new sales 
representatives. E. C. Pulford, 
19231 Exeter Ave., Detroit, Mich., 
covers the State of Michigan. 
J. J. Twaddell, P. O. Box 4155, 
Station A, Dallas, Tex., covers 
the States of Oklahoma and 
Texas. E. J. Murphy, 828 Gra- 
tiot St., St. Louis, Mo., covers 
the State of Missouri. 





San Francisco Pot & Kettle Club 
Entertains Wholesale House Men 


Principals of wholesale hard- 
ware houses were guests of the 
San Francisco Pot & Kettle Club 





| Whitcomb 


at a recent meeting held at the 
Hotel in that city. 
Among the guests were: E. H. 
McGinnis, general manager, 
Union Hardware & Metal Co., 
Los Angeles, Calif.; Curtis 
Hayden and Ben _ Halliday, 
Dunham, Carrigan & Hayden Co., 
San Francisco; L. B. Dunn, gen- 
eral manager, and Fred Engel, 
salesmanager, Sloss & Brittain, 





San Francisco; Milton Meyer and 
Sidney Zobel, M. Seller & Co., 
San Francisco; Samuel Heyman, 
Heyman Co., San Francisco, and 
Emmet Burk, Baker, Hamilton & 
Pacific Co., San Francisco. Other 
guests were: Irwin E. Douglas, 
NRHA, Indianapolis, Ind.; Os- 
good Murdock, publisher House- 


wares Directory, and T. M. 
Shearman, publisher, Hardware 
World. 


Henry Ashmun, editor, Hard- 
ware World, was chairman. 








San Francisco Pot & Kettle Club Entertaining Wholesalers At 


Hotel Whitcomb, 


San Francisco 
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k CO. LINDQUIST MEMBER OF | and past president of the Chicago CAIRO, EGYPT, FIRM A CENTURY OF PROGRESS 
ED CHICAGO CODE BOARD Retail Hardware Association. SEEKS U, S. HARDWARE REOPENS JUNE FIRST 
lesale E. G. Lindquist wil : Ini ising i 
. G. Lindquist will represent Union Express, 58 Rue Ibra- Promising in every way to be a 
k Co., the retail hardware trade on the CONLON CORP. MAKES him Pacha, Cairo, Egypt, is inter- | better and more spectacula - 
Ci “hi SALES APPOINTMENTS Se Reactaaar thane dens sles taaaicneeincasine 
ity, local Chicago, Ill, retail code . : ested in hearing from American | position than its 1933 predecessor, 
1 the authority. He is prominent in Walter J. Conlon, president, | manufacturers of small hard- | A Century of Progress Exposition 
Conlon Corp., Chicago, IIl., | ware, such as nails, locks, hinges, | will reopen its gates to the world 
the makers of electric washing and | and similar products. The firm | on June 1, 1934. It is said that 
firm’s ironing machines has announced | says that excellent opportunities | the exposition exerted such a pro- 
p, the the appointment of T. Cole Caw- | exist in Egypt for volume distribu- | found influence during its 1933 
ipany thorne as sales manager for the | tion of such products, which it | operation that a demand for its 
par- eastern states. Mr. Cawthorne | handles on a large scale. The | continuance in 1934 was made by 
rgan- was formerly General Electric | possibilities of this market, it is | civic and business organziations, 
avail- promotional manager in the laun- | also said, have been greatly en- | as well as leading citizens not 
the dry equipment division and dis- | hanced by the favorable rate of | only in Chicago but in other sec- 
7E. trict sales manager of the Hurley exchange now prevailing between | tions of the United States. 
Machine Co. H. D. Broughton | U. S. currency and theirs. The More than $38,647,836 was in- 
ES has been named Western district | banking references given by the | vested in the 1933 exposition, and 
[VES manager and Enoch B. Seitz, sales | firm are: National Bank of Egypt | a total of $37,270,000 was spent 
Th manager for the central states. (Ex. Lloyds Bank, Ltd.), and | by visitors for gate admissions 
omg The company has installed a Barclays Bank (D.C.O.), Cairo, | and concessions. 22,565,859 ad- 
a factory showroom for displaying | Egypt. | missions were sold, of which 245,- 
S its lines. —_— 403 tickets were unredeemed. The 
ford i , ‘si 
ord, ——- average expenditure per visitor, 
Lich. { ORGANIZE PERMANENT es 
ieee A cat Gus ane RETAIL CODE AUTHORITY exclusive of . aan gate ad- 
° E. G. LINDQUIST = mission, was about Ll. 
4155, @ ; i ‘3 Permanent organization of the Features which d of out 
Orin F. Torbron has joined The | Nat; : : -oanag we oe 
overs ? ; 7 , ational Retail Code Authority, | .tand t in the 1933 fai 
ond Chicago hardware circles, is pro- | Lamson & Sessions Bolt Co. of | administrative agency of the re- See Cueneels a Se _ 
Pi prietor of the Christianson Hard- | Birmingham, Ala., and will repre- | 543] itl was recently effected at rescue being assembled for ond 
ware Co., secretary of the Ace | sent that company in Texas and : : : entation in 1934. New and in- 
ais Hardware Corp., and a founder | the Southwest eae cong Nagy spiring attractions will be offered 
eet , Ulhwest. D. C., Rivers Peterson, Indian- | to the visitors. 
_— Ind., editor, own That exhibitors in the 1933 
etailers, representative from the World’s Fair derived a hig 
‘ . 2 gh de- 
Cooperative Advertising Without Collective NRHA was named chairman i 
: gree of benefit from their par- 
len Buying Helps Hardware Sales, C. J. Heale Fen Glee eerccoc ei” fram | ticipation is shown by the fact 
and pias ae ntative irom | that more than 50 per cent of 
_— Tells Toledo Dealers on March 1 | Limited Price Variety Stores As- | those represented #. con Foo 
nan, Stating that collective buying | The speaker told of present day sociation 1s vice-chairman. R. N. already signed contracts for next 
ond by retailers was a proven failure | competitive problems which he Neustadt, Washington, D. C., 18 | year, and many more have ex- 
 & in the majority of cases he had | said made it urgent for dealers to | S°°Tetaty and managing director pressed similar intentions. 
cher studied, Charles J. Heale, editor, | concentrate on their selling jobs and Harold W. Young, Washing-,|" There will be no important 
slas, HARDWARE AcE, New York City, | and to likewise concentrate their | ©" !5 treasurer. changes in the physical layout of 
Os- told Toledo, Ohio, hardware deal- | buying with a limited number of parts of the exposition grounds. 
“ne. ers of successful cooperative ad- | wholesalers. He recited briefly| FRIGIDAIRE SALESMEN | New and expressive colors will 
M. vertising plans which helped hard- | the collective buying failures he DISCUSS SALES PLANS add interest and gaiety to the 
ome — dealer ‘groups in several | had analyzed and expressed pleas- Eighteen hundred sales repre- architecturglly original fair build- 
other cities. This meeting, held | ure that the Toledo group was ri ae i Th ill b 
Mnual h pee sentatives of distributors for | '8°- ere will be better trans- 
al March 1 at the Commodore | staying away from such an un- AEE . ion f I isi 
P Sail date iiled ae f; Hew ? : ai Frigidaire Corp., Dayton, Ohio, | Portation tor the visitors, more 
erry Hotel, was a joint gather- | economic delusion. Admitting PPR Forte . 
Sait, a in Renn ary ; * | manufacturers of Frigidaire elec- | Comforts and conveniences and 
ing of the Lucas County Hard- | that a few informal, small groups ype ly | new and attractive eating places 
ware Club and the Crown Hard- | of six or eight dealers, were in ee eh See iat 
; ae a at the Hotel Waldorf-Astoria, New | on the grounds. 
ware Stores, Inc. The latter | several parts of the country, : . F we : 
7? eee eae ‘ : , "* | York City, for a convention. An outstanding addition will 
group is launching a cooperative | pooling certain large volume pur- . . ; . . . , 
aay eed s H. W. Newell, vice-president, | be a series of six foreign villages 
advertising campaign along the | chases, with apparent success, Frigidaire Sales C ieee | the ; ; 
lines followed by the Eagle | Mr. Heale believed the same — aie Sales Corp, atiiressed | that wilt peeve oe eeeer 
Hardware Stores, Cleveland, | time, effort and talent put on get- | © ihe comparable oe oe sila 
Ohio, the complete story of | ing extra sales and sales on high- 2 are : reed abroad. While these new 
which was published in Harp- | 2r unit merchandise would prove J. F. McGOWIN NOW ON features will be of interest, con- 
ware Ace, Aug. 3, 1933. The | more profitable in the long run. McGOWIN-LYONS BOARD | cession and entertainment fea- 
Crown stores now have 35 Geo. Hoffman, Toledo, presi- Julian F. McGowin was re- | tes that proved unusually 6 dl 
stores embarking upon coopera- | dent of the organization, presided | cently elected a member of the lar w5 1933 are being retained, 
~~ and advertising with - — Roy Chandler, | board of directors of the Mc- a ved Ee ag ee o~ 
each dealer handling his own | Sylvania, Ohio, handled the de- | Gowin-Lyons Hardware & Sup- | bellished. Every detail for the 
buying arrangements with exist- | tails of his office. Treasurer | ply Co., Mobile, Ala. He suc- comfort, convenience, entertain- 
ing wholesaler connections. | Henry Horn, Toledo, read his re- | ceeded his father the late James | ment and amusement of the vis- 
Wholesalers serving the Toledo | port. There were about 50 deal- | G. McGowin, who was vice-presi- | itors at the lowest possible cost 
area are cooperating. ers present. dent of the firm, as a director. | is being given expert attention. 
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ATKINS PIONEERS 
HONOR C. FENTON 


At the age of 82 Charles Fen- 
ton is beginning his sixty-second 


annual Boosters Night Out, gave 


| a report on the affair which is to 


year of regular employment at | 


E. C. Atkins & Co., Indianapolis, 
Ind.. saw manufacturers. His 
record was honored by the Atkins 
Pioneers, twenty-year service 
club, at the twenty-eighth annual 
smoker and initiation services 
held recently. Francis M. Hager, 
oldest living member of the club, 
now retired, also received recogni- 
His son Francis M. Hager, 
Jr., was awarded a pin for 50 
years service at the Atkins plant. 
The club’s youngest member is 
Raymond P. McKinney, who is 
36 years old and has worked for 
Atkins for 21 years. 


tion. 


Initiation services were held for 
the following men who have been 
employed by the Atkins Co. for 
20 years or more: Edward S. 
Norvell, Morris Owens, W. Noble 
Springer, Claude VV. Brock, 
Michael Cummins, J. P. Kinney, 
Ray Ellis, Homer Montgomery, 
John Sapp and Charles Gill. 

Service pins were mailed to 15 
honorary members in European 
and South American countries 
who have represented the company 
for from 20 to 35 years. Seventy 
additional members _ received 
service pins ranging from 40 years 
down to 20 years for the new 
members. 

In 1906 the club was organized 
with 62 members, 25 of whom 
are now living. The membership 
list at present totals 214. 

Officers elected for the coming 
year are: H. C. Atkins, honorary 
president; E. E. Thatcher, presi- 
dent: Albert Hausman, vice- 
president; James Wilde, treas- 
urer; C. A. Newport, secretary 
and W. A. Weaver, assistant sec- 
retary. 

The Ladies’ Ten Year Service 
Club, an auxiliary of the Atkins 
Pioneers, recently celebrated with 
a dinner honoring the new mem- 


bers of the club. 


BOOSTERS DISCUSS 
NRA, SALES TAX 


Informal was held 
on the proposed New York State 
retail sales tax and the NRA, at 
the Feb. 24 meeting of the Hard- 
ware Boosters, held at the Hard- 
ware Club, New York City. R. J. 
Atkinson, Brooklyn, discussed the 
current workings of the NRA 
and its effect upon wages, buying 
etc. He voiced his op- 
position to the proposed increased 


discussion 


power, 


sales tax. A general discussion 
followed. 
E. R. Sandiford, Harpware 


AGE, vice-president of the Boost- 


ers, presided. Roy Schmidt, Stan- | 


ley Works, acting chairman of the 
entertainment committee for the 
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be held March 15, at Schleifer’s 
Fashion Center Grille, 141 West 
38th Street, New York City. 

E. B. Gallaher, editor, Clover 
Business Service and treasurer of 
the Clover Mfg. Co.. Norwalk, 
Conn., will address the March 
meeting. 


JOHN S. KING FORMS 
SALES ORGANIZATION 


The firm of King & Andrews, 
Hanna Bldg., Cleveland, Ohio, has 
been formed as a national organ- 
ization to direct and handle sales 
of hardware, automotive and mill 
supply products. John S. King, 
widely known as a merchandiser 
in these fields, formerly presi- 
dent of King & Wiley & Co., Inc., 
Cleveland advertising agency, and 
latterly sales manager of the job- 
bing division of the Weatherhead 
Co., Cleveland, manufacturers of 
valves, fittings, high 


ganization. 

The company will handle na- 
tional and overseas distribution 
for a limited number of com- 
panies whose products do not con- 
flict. It has for its purpose the 
formation of exclusive sales rep- 
resentatives in all major distribu- 
ting points to sell wholesalers. 
This sales force will be supple- 
mented by missionary men who 
will aid in the promotion of the 
sales of merchandise from whole- 
saler to dealer. A separate divi- 


pressure | 
grease hose, etc., heads the or- | 


| C. J. Heale Urges Concentrated Buying 
and More Attention to Selling—Tells 
Minneapolis Group Code Advantages 








sion of the organization provides | 


counsel and service, if desired, on 
packaging, cataloging, discounts, 
distribution and sales promotion. 
All or part of the service is avail- 
able. 

Mr. King will direct the do- 
mestic sales force, assisted by 
John T. McQuillan, formerly with 
Black & Decker Mfg. Co., and 
two field supervisors. The sales 
force will handle sales for the 
United States and Canada, and a 


| special department is provided to 
| offer 


similar service for export 
sales. The New York City office 
will be at 621 Fifth Ave. 





MANAGES COAST SALES 
FOR WICKWIRE SPENCER 


Robert Clapp has been named 
Pacific Coast sales manager for 
Wickwire Spencer Steel Co., New 
York City, with headquarters at 
San Francisco, Calif. Mr. Clapp 
has been with the company since 
1922, having started as a sales- 
man, later becoming manager of 
the eastern division with head- 
quarters in New York City. 

To improve service in the coast 
district, the company has re-estab- 
lished its branch office at Los An- 
geles, with Ben Scott in charge. 


| ance 


Urging greater concentration 
in buying, that more attention 
may be given to selling, Charles 
J. Heale, editor, HARDWARE AGE, 
New York City, addressed the 
Minneapolis Retail Hardware As- 
sociation at the Y.M.C.A., Minne- 
apolis, Minn., on Feb. 21, 1934. 
He suggested close affiliation with 


one, or not more than two, whole- | 


salers, who he said should carry 
the buying burden and who would 


be able to do so if the dealer’s | 


account were concentrated, and 
thus worth while. 
filiation provided the dealer with 


selling time which is the activity | 


the 
the 


in retailing which brings 
only profits. Expressing 


opinion that any reputable whole- | 


saler would welcome such concen- 
tration and give special aid to 
such dealers in meeting competi- 
tion, the speaker recognized that 
any effort to concentrate with a 
wholesaler might quickly cause a 
dealer to become the target for 
special offers from other sources 
of supply. Mr. Heale stressed 
the importance of choosing a 
source of supply and sticking with 
it, despite such tempting special 
offers which he likened to the 
“loss leader” practices of chain 
and mail order stores. 


Calling the NRA and its codes, 


a long step in the right direction, | 


Mr. Heale suggested patience in 
expecting results, particularly 
from the basic wholesale and re- 
tail codes. It was clear, he said, 
that price control was going to 
be dificult if not impossible to 
obtain but said that present fac- 
tors cutting prices might be 
stopped by the higher replace- 
ment costs they would face when 
replenishing stocks of goods pur- 


Such an af- | 


This was 
products 


, chased last summer. 
particularly true of 
under the steel code. 

President Wm. Wilson pre- 
sided with about 65 dealers 
present. Fred Bruscke, Good 
Thunder, Minn., president of the 
Minnesota Retail Hardware As- 
sociation, J. C. Christopher, man- 








Cc. J. HEALE 


aging-director of that state body 
and J. A. Fitschen, general 
manager, Wisco Hardware Co.. 
Madison, Wis., were present and 
made brief talks. Mr. Bruscke 
| pledged his support as_ state 
| president and Mr. Christopher 
led a discussion on the retail code. 
Mr. Fitschen outlined the work- 
| ings of his organization. 

Two reels of motion pictures 
taken in northern Minnesota fish- 
| ing regions were shown by a 
| representative of the state Con- 
servation Department. 

Art Cullen, editor, Northwest 
| Hardware Trade is secretary- 

treasurer of the association and 
| also of the St. Paul local associa- 
| tion. Hans Aude, who represents 
| the retail hardware interest in the 

Twin Cities local retail code 
authority, spoke briefly on the 

efforts of that body and promised 

to give every possible attention 
to hardware complaints and _in- 
quiries. 





| 








SWEENEY N. Y. MANAGER 
FOR FEDERATED SALES 


The Federated Sales Service, 
Boston, Mass., has appointed J. 
Woods Sweeney, 26 Maple Hill 
Drive, Larchmont, N. Y., as its 
New York divisional manager. 
Mr. Sweeney has a wide acquaint- 
among manufacturers in 
New York and has had experience 
in the marketing of a large va- 
riety of products. He was for 
seven years with the New York 
Edison Co. in various sales man- 
agement capacities and later was 
for five years assistant manager 
of the New York branch of Ser- 
vel, Inc. 

LAMSON & SESSIONS CO. 

REELECTS DIRECTORS 

At the recent annual meeting 


of The Lamson & Sessions Co., 
Cleveland, Ohio, held at Kent, 





| Ohio, the following were re- 
elected members of the board of 
directors: R. M. Calfee, Geo. S. 
Case, J. F. Donohue, Richard In- 
glis, I. L. Jennings, J. G. Jen- 
nings, H. L. Judd, S. Livingston 
Mather, H. R. Neff, R. F. Reid, 
H. O. Smith and R. H. Smith. 

A report was presented show- 
ing a profit of $40,555.03, as com- 
pared with a loss of $681,340.11 
the year before. 


HARBISON MANAGES 
GLOBE HDW. BRANCH 


W. M. Harbison has _ been 
named manzger of the Globe, 
| Ariz., store of the Globe Hard- 
| ware Co. He continues to serve 
as purchasing agent for that store. 
W. T. Lightle, secretary of the 
| company, is purchasing agent 
| for the Miami, Ariz., store. 





HARDWARE AGE 
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HARDWARE BRIEFS 


Koto & Perry, Forest City, 
Iowa, are remodeling their store. 





John Miller has bought the in- 
terest of his partner in the hard- 
ware firm of Miller & Hansen, 
Lisbon, Iowa. The firm entered 
business in 1921. 





The Benjamin Hardware Co., 
Phoenixville, Pa., has disposed of 
its Royersford, Pa., store, which 
is now operated by the Royersford 
Hardware Co., of which T. Clif- 
ford Nelson is proprietor. The 
business will be moved from 307 
Main St., to 324 Main St., Royers- 
ford. 


Lincoln Hardware Co., 1817 
State St., Racine, Wis., recently 
completed a new basement store 
which was opened on the occasion 
of its thirtieth anniversary. 





Frank Caterina has opened a 
hardware store on S. 7th St. near 
Landis Ave., Vineland, N. J. 





Oliver Smith has bought an in- 
terest in the Lamb Hardware Co., 
Stamford, Tex., and is associated 
with O. W. Lamb in the business. 

Stock of the Pacific Hardware 
& Electric Co., 532 S. W. 2nd 
Ave., Portland, Ore., was recent- 
ly damaged by smoke resulting 
from a fire which damaged several 
stores. 








The West Washington Cash 
lardware store was_ recently 
opened at 485 W. Chestnut St., 
Washington, Pa., and is owned 
by Robert F. and William M. 


Litle. It is managed by Bruce 
L. Rogers. 
Fire which recently swept 


through a business block in Troy, 
Ala., damaged the H. H. Haisten 
Hardware & Feed Co. 

The Riggs Hardware store has 
moved to the Chapman Bldg., Ar- 
nolds Park, Iowa. 

R. C. Wiese has moved his 
hardware stock from the Henry 
Hulsebus Bldg. to the Asmus & 
Rath Bldg., Buck Grove, Iowa. 

F. C. Fuller has opened the 
Home Hardware in Grey Eagle, 
Minn. 





Edward Lehnus has purchased 
the hardware business of George 
S. Shaw in Plover, Iowa. 





Warner Hardware Co., Min- 
neapolis, Minn., was recently 
damaged by water, when a frozen 
pipe broke, after being thawed 
out. 
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A store at 71 West 125th Street, 
New York City, has been leased to 
Hirsch L. Silverman, for hard- 
ware business. 

The Midstate Hardware Co. 
moved recently to Wall Street, 
Bend, Ore. 





The Black Mountain Hardware 
Co., Black Mountain, N. C., will 
move to the first floor and base- 
ment of the Howerton Bldg., in 
that town. 





Stock of the A. W. Frank hard- 
ware store is being moved from 
300 Court Street, Saginaw, Mich., 
to 1213 S. Washington Avenue. 

Wallace Evans, Bazaar, Kan., 
has purchased the Strong City 
Hardware store in Strong, Kan. 

The Midstate Hardware Co., 
Bend, Ore., one of the five Lakin 
stores in Central Oregon, has 
moved to the Mannheimer Bldg., 
directly across from its former 
location. 

After being closed since De- 
cember, 1932, 
ware Co., Frostproof, Fla., was 
recently reopened. The store is 
under the management of J. L. 
Scott, its former owner. 





The Farmers Hardware Co., 
Liye Oak, Florida, has moved 
to its new quarters on Howard 
St. A. M. Mixson is manager of 
the store which measures fifty 
by one hundred fifty feet. A full 
line of building materials and 
household furniture is now being 


| handled by the company. 





National Hardware Co. has 
leased the store at 1305 Milwau- 
kee Ave., Chicago, IIl. 





The Pettit Hardware store in 
Grundy Center, Iowa, has moved 
into the Odd Fellows building. 





The J. M. Waterston hardware 
and sporting goods store at 635 
S. Saginaw St., Flint, Mich., was 
recently badly damaged by fire. 





George W. Stanton has pur- 
chased an interest in Granger’s 
Hardware, Blue Rapids, Kan. He 
has been manager of the store for 
the past two years. 





The hardware firm of Lockwood 
& Palmer Co., Stamford, Conn., 
has discontinued business. 





Fire recently swept through the 
hardware store of A. J. Randa & 
Son, 1204 Packard Ave., Cudahy, 
Wis. 


the Scott Hard- | 





J. S. Hinds recently purchased 
the balance of hardware stock in 
the Krueger store in Park Rapids, 
Minn., and moved it to his quar- 
ters. 





J. E. Vincent has sold a half 
interest in his hardware store in 
Britt, Iowa, to Wesley Zeman. 
The new firm will be incorporated 
as the Vincent-Zeman Hardware. 





A hardware store will be onened 
in the Kiewel Bldg., E. Broad- 
way and Market St., Little Falls, 
Minn., by J. H. Bares. 





A. R. Hess has reopened the 
hardware store in the Cilles 
Bldg., Martins Ferry, Ohio, for- 
merly operated by the Keyser Co. 
of Bellaire. 





A. N. Noble, formerly of Bur- 
lington, Iowa, has acquired the 
stock and fixtures of the Muen- 
zenmayer Hardware Co., Junction 
City, Kan. Mr. Noble has been 
in the hardware business for 25 
years. 





Bandow Hardware, Eagle River, 
Wis.. was recently destroyed by 
fire. 





The Mahler Hardware Co., 
Waseca, Minn., is opening a hard- 
ware store in Faribault, Minn., 


| on Central Ave. 


The Winter Hardware Co., Inc., 
was recently opened in Valdosta, 
Ga. R. C. Winter is president, 
H. A. Knowles is secretary and 
treasurer and R. C. Winter, Jr., 
is vice-president. 





The plumbing and heating firm 
of J. L. Sasseville & Sons, Inc., 
Lewiston, Me., has recently en- 
tered the retail hardware business. 





Alterations were completed in 
the store of the A. M. Townley 
Co., Long Branch, N. J., hard- 


ware dealers, to provide additional | 


space. 





George Gunderson has acquired 
the hardware store of Lee & 
Thomas, Oconomowoc, Wis. 





The Summit Hardware Co. has 
moved from 353 Springfield Ave., 
S. Mateo, Calif., to 359 Spring- 
field Ave. 

Isaacs Hardware, Hackensack, 
Minn., was recently badly dam- 
aged by fire. R. B. Isaacs plans 
to rebuild the quarters of the 
business. 

Lohse Hardware & Furniture 
Co., Daykin, Neb., was recently 
remodeled. 





Watson Bros. Hardware Co., 
Pomona, Calif., has opened its 
remodeled store building at 166 
W. 2nd St., having previously 
been located at 160 E. 2nd St. 
Richard P. Watson manages the 
W. 2nd St. branch, while a 
branch store in Ontario, Calif., 
is in charge of his brother, Bert 
Watson. 


Hurst Hardware Co., Bards- 
town, Ky., has been purchased by 
Leo and Edwin Hagan, operators 
of Hagan’s Depot Store, the stock 
of which has been moved into the 
Hurst Bldg., where the hardware 
store is located. 





The King-Crenshaw Hardware 
Co., Tillamook, Ore., in business 
for the past twenty-five years 
will discontinue operations. 





Heiby Hardware, Bowling 
Green, Ohio, has moved to 157 
N. Main St. 





Curt Adams has purchased the 
half interest of his partner, Alex 
Mitchell, in the Central Hardware 
Store, N. Baltimore, Ohio. 





Discussions centered around 
the wholesalers code and its re- 
lation to the retailer. The pro- 
posed increase in the New York 
state retail sales tax was dis- 
cussed and the secretary was in- 
structed to send a letter protest- 
ing the increase. Members were 
asked to make personal protests. 


NEW STORE REQUESTS 
HARDWARE CATALOGS 


Robert Gindes, a salesman in 
the metropolitan New York dis- 
trict for a number of years, has 
opened a hardware store at 1123 
Brighton Beach Ave., Brooklyn, 


N. Y., under the name Oceana 
"Hardware Co. Mr. Gindes would 
appreciate receiving catalogs and 
price lists on hardware, house- 
furnishings and allied lines. 


ARTHUR PHILLIPS 
REQUESTS CATALOGS 


Arthur Phillips, Richville, N.Y., 
hardware dealer, desires catalogs 
on hardware, plumbing and heat- 
ing and allied lines. Fire last 
month badly damaged his store 
and destroyed his catalogs. 


STOLE HARDWARE 
DESIRES CATALOGS 


The Stole Hardware Stores, 
Roslindale, Mass., which is mov- 
ing from 31 Corinth St. to 9 
Corinth St., is adding a stock of 
wallpaper, electric supplies and 
plumbing supplies and would ap- 
preciate receiving catalogs from 
manufacturers of those lines. 
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OFFER 1933-34 ISSUE 
CUSTOM HOUSE GUIDE 


The 1933-34 edition of the Cus- 
tom House Guide has been issued 
in the new size, 6 by 9 inches, at 
the suggestion of Government of- 
ficials. It contains a thorough 
revision of all the information 
published in the previous edition, 
plus new customs regulations with 
official amendments to date. 

Volume 1, port sections cover- 
ing all principal ports, each hav- 
ing its own special section. Gen- 
eral information, such as weights, 
measures, coins, etc., is given in 
Volume 2. U.S. Customs Tariff 
Act and Administrative Provi- 
sions, including all amendments 
since the act was passed, are in 
Volume 3. Volume 4 is an import 
commodities alphabetical index of 
over 30,000 articles. Volume 5 
includes import schedule “A”— 
classification number and unit of 
quantity for over 30,000 articles. 
U. S. Revenue Act—manufac- 
turers’ excise tax—title IV, is 
contained in Volume 6. Volume 
7 contains U. S. Customs Regula- 
tions, including official changes 
and amendments to date. 

The new edition also includes 
an additional volume or section 
devoted to customs information 
and requirements for travelers 
from abroad. 

It contains 1600 pages and is 
edited by John F. Budd. The 
price is $10 and the book may be 
obtained from Custom House 
Guide, Box 7, Station P, Custom 
House, New York City. 


PHILLIPS HARDWARE 
ELECTS OFFICERS 

At a recent directors’ meeting 
of the Phillips Hardware Co., 
Inc., Cambridge, Md., Crawford 
Murphy was elected vice-president 
and general manager, and Grayson 
Hynson was named manager of 
the firm’s retail store. Col. Al- 
banus Williams is president of 
the company. 


CARLSON 40 YEARS 
WITH WARREN HDW. 


On March 1, 1934, Emanuel F. 
Carlson, vice-president, Warner 
Hardware Co., Minneapolis, 
Minn., celebrated his 40th an- 
niversary with that company, 
which has been the only business 
connection he has ever had. 


AUDE ON CODE BOARD 
AT MINNEAPOLIS 


Hans F. Aude, secretary, Leitz 
Hardware & Paint Co., Minne- 
apolis, Minn., represents the retail 
hardware trade on the Minneap- 
olis retail code authority. He is 
well known in the Twin Cities 
among hardware men, having had 
his own store for many years and 
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having served the Minneapolis 
Retail Hardware Association as 
secretary. 


BROHOLM IS ADV. MGR. 
AMERICAN GAS MACHINE 


Ray E. Broholm has been ap- 
pointed advertising manager of 
the American Gas Machine Co., 
Inc., Albert Lea, Minn. 


JOHN A. TURK AGAIN 
WITH LOCKWOOD MFG. 


John A. Turk, who represented 
the Lockwood Hardware Mfg. Co. 
for a number of years in Ohio, 
Kentucky, West Virginia and 
western Pennsylvania, has again 
joined the organization. He will 
travel the same territory. 

Mr. Turk has spent a large por- 
tion of his life in the hardware 
business. 


DIEHL & CO., EXPORT 
HOUSE, WANTS CATALOGS 

Diehl & Co., 2 W. 89th St., 
New York City, exporters of hard- 
ware, tools and wire novelties, 
desire to receive catalogs and 
price lists with export discounts. 


ENLARGES PACIFIC 
COAST SALES FORCE 


Northwestern Barb Wire Co., 
Sterling, Ill., has announced that 


| its Pacific Coast representative, 


D. H. Harper, Jr., has enlarged 
his sales organization. The Pa- 
cific Coast group sells from a 
large warehouse stock carried at 
Los Angeles, Calif. 


G. S. WILSON HEADS NEW 
ENGLAND ASSOCIATES 


At the annual meeting of the 
New England Hardware Associ- 
ates, held in Boston, Mass., dur- 
ing the convention of the New 


| England Hardware Dealers As- 
| sociation, 


G. Sumner Wilson, 
New England district manager, 
The Mansfield Tire & Rubber 
Co., Mansfield, Ohio, was elect- 
ed president. Claude A. Palmer, 
Palmer Clay Products Co., was 
named vice-president and Fred 
W. Armor, National-Boston Lead 
Co., was elected secretary-treas- 
urer. 

Directors for the year are: 
chairman, Harold H. Snow, De- 
catur & Hopkins Co., Boston, 
Mass.; Joseph M. Hunt, Wads- 
worth, Howland & Co.; John L. 
Theriault, Samson Cordage 
Works; Hugh F. McAdam, 
Frank Bownes Co.; Russell A. 
Warren, Bigelow & Dowse Co., 
and Ralph H. Tasker (new), 
Mystic Wax Co. 





HUNSBERGER MANAGES 
GOODRICH DISTRICT 


H. S. Hunsberger has been 
named operating manager of the 
Philadelphia, Pa., district of The 
B. F. Goodrich Rubber Co., suc- 
ceeding L. H. Seidel, who has 
been assigned to other duties. 





J. M. MORONEY JOINS 
NEWSPAPER PUBLISHER 


James M. Moroney, former 
president, Moroney Hardware Co., 
Dallas, Tex., has recently be- 
come connected with the Dallas 
News and the Dallas Journal in 
an executive capacity. He was 
recently elected a director of the 
A. H. Belo Corp., publishers of 
those papers. 

HARDWARE MAN NOW 

WEIGHTS INSPECTOR 


William H. Ising, Jr., asso- 
ciated with his father in the Au- 
dubon Hardware Co., Louisville, 
Ky., was recently named city in- 
spector of weights and measures. 





SWARTWOUT RETIRES 
FROM TROJAN HDW. 


Frank M. Swartwout recently 
celebrated his 50th year in the 
hardware business and his 74th 
birthday at a dinner tendered 
him by Trojan Hardware Co., 
Troy, N. Y., held at the Glass 
Lake Hotel. Mr. Swartwout, who 
was presented with a gift by the 
Trojan employees and firm mem- 
bers, has retired from that com- 
pany and has sold his financial 
interest in the business. 

He began his hardware career 
with Howe & Co., a wholesale 
hardware house then doing busi- 
ness in Troy, and traveled for 
that firm for 37 years. When the 
Trojan Hardware Co. was in- 
corporated in 1915, he played an 
important part in its organization. 
Since 1928 he had devoted his 
entire time to the Trojan com- 
pany. 

At a meeting of stockholders of 
the company the following officers 
were elected: H. S. Carleton, pres- 
ident; Fred L. Wheeler, vice- 
president; William F. Sheehan, 
treasurer and A. W. Mace, sec- 
retary. 

ED. TODD ADDRESSES 

POT & KETTLE CLUB 


Ed. Todd, Todd Hardware Co., 
Bremerton, Wash., told members 
of the Seattle Pot & Kettle Club, 
meeting recently at the Washing- 
ton Hotel in that city, about the 
activities in his city. Secretary 
Gibbs Spelger presided over the 
meeting, which was one of the 
largest in months. 

Al. Williams, D. E. Sanford 
Co., was initiated a member of 
the club. 





.KANSAS CITY DEALERS. 
HEAR CATTS TALK ON 
FARM BUYING POWER 


Discussing the outlook for 
business during 1934-35, with 
particular reference to farm buy- 
ing power in the agricultural 
States, George W. Catts, agricul- 
tural commissioner of the Kan- 
sas City Chamber of Commerce, 
addressed a recent meeting of 
the Kansas City Implement, 
Hardware & Tractor Club. He 





GEORGE W. CATTS 


quoted figures compiled by his 
department relative to the 
amount of money paid or to be 
paid to farmers in two States, 
Missouri and Kansas, compiled, 
county by county, in these States. 
The figures disclose that when 
all farmers have signed up for 
the various provisions of the 
AAA, there will be $17,755,460 of 
new government money in the 
pockets of Missouri farmers, or 
on the way. Figures in Kansas, 
county by county, indicate the 
total results of the AAA now in 
progress of development will 
amount to $38,487,894, taking in 
the wheat acreage reduction plan 
and the combination corn and 
hog plan. Mr. Catts said that 
“increased income to the farmer 
through the AAA is being re- 
flected in the sales of wholesalers 
and manufacturers. Benefit pay- 
ments for acreage reduction are 
receiving consideration in plan- 
ning sales campaigns. Payments 
on wheat, cotton, tobacco, corn 
and hog contracts will keep a 
steady flow of cash coming into 
the pockets of farmers through- 
out 1934. Some of these con- 
tracts with additional payments 
will be projected into 1935.” 





NEW FREIGHT RATE 


The National Paint, Varnish & 
Lacquer Association, Washington, 
D. C., has secured authorization to 
add Puttyless carloads to the list 
of paints and related articles for 
which fourth class rates are au- 
thorized. 


HARDWARE AGE 
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DENNISON, CHAIRMAN NRA 
ADVISORY BOARD 


Henry S. Dennison, president, 
Dennison Mfg. Co., Framingham, 
Mass., recently assumed office as 
chairman of the Industrial Ad- 
visory Board of the National Re- 
covery Administration, and Mor- 
ris E. Leeds, president, Leeds & 
Northrup Co., Philadelphia, Pa., 
took over the newly created 
chairmanship. 

Mr. Dennison succeeded Pi- 
erre S. duPont, whose term ex- 
pired under the rotation system 
followed by the Industrial Advis- 
ory Board. He was, during the 
World War, assistant director of 
the Central Bureau of Planning 
and Statistics, Washington, and 
has also been a director of ser- 
vice relations, U. S. Postoffice 
Department. 


NEW YORK CITY GROUP 
HEARS SALES TALK 


The art of selling was the 
subject discussed by Charles B. 
Moore, Devoe & Raynolds Co., 
Brooklyn, N. Y., at the Feb. 
27 meeting of the Hardware & 
Supply Dealers Association of 
Manhattan & Bronx Boroughs 
held at the Yorkville Chamber 
of Commerce. He emphasized 
the importance of store and 
window displays and of addi- 
tional sales. Moving pictures 
were used to illustrate his talk. 

The association went on rec- 
ord as being opposed to the 
proposed 2 per cent New York 
State retail sales tax. Members 
were urged to write their as- 
semblymen and senators  pro- 
testing the tax. President Jean 
Blair conducted the meeting. 


ISSUES BOOK TITLED 
“2222 RETAILING IDEAS” 


The book ‘'2222 Retailing 
Ideas,” compiled by Emanuel 
Lyons, Pittstown, N. J., briefly 
but clearly explains successful 
methods used in nearly every 
type and size retailing activity. 
The book, which contains thirty- 
nine chapters, each devoted to 
descriptions of different types of 
trade-attracting and _ good-will- 
building plans which have been 
successfully used, costs $3.00 per 
copy. 

Chapters of particular interest 
to hardware dealers are: “Home 
Furnishings and Hardware 
Ideas”; “Ideas That Attracted 
Christmas Crowds”; ‘‘Cash, Cred- 
it and Collection Ideas”; “Year 
*Round Toy Sales Ideas”; “An- 
niversary Sale Ideas”; “Spring 
and Summer Business-Bringing 
Ideas”; “Bargain Ideas,” and 
“Mailing List Ideas,” as well as 
“Ideas for Merchants Who Get 
Together.” 
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J. B. SIMMONS 


J. B. Simmons, president, Wood- 
ward, Wight & Co., Ltd., New 
Orleans, La., wholesale hardware 
distributors, died recently at the 
age of 69, after an illness of two 
months. He entered the E. L. 
Wilson Hardware -Co., Beaumont, 
Tex., as a young man, later be- 
coming its manager, and in 1896 
founded the Simmons Hardware 
& Supply Co. in Beaumont. In 
1898 he joined Woodward, Wight 
& Co. as its Texas representative 
and in 1903 went to New Orleans 
as its manager. He retained that 
office until 1908, when the com- 
pany was reorganized, at which 
time he became its president. 





GEORGE H. TOULSON 


George H. Toulson, Toulson 
Hardware Co., Endicott, N. Y., 
died recently, having been strick- 
en shortly after attending the 
convention of the New York State 
Retail Hardware Association. 
Mrs. Toulson and two children 
survive. 


BLAKE W. CLARK 


Blake W. Clark, 54, Saginaw, 
Mich., who had been in the hard- 
ware business in that city for 
about 35 years, died recently. He 
started his hardware career work- 
ing for his father, Robert J. Clark, 
and in 1907 joined the Saginaw 
Hardware Co., which organization 
he left in 1931 to go with the 
Clark Hardware Co. 





FRANCIS J. DUFFY 


Francis J. Duffy, former hard- 
ware dealer in Pawtucket, R. I., 
and Providence, R. I., died re- 
cently in the former city. 





JEREMIAH W. GERATY 


Jeremiah W. Geraty, member 
of the paint manufacturing firm 
of Thomas W. Hojer Co., New 
York City, died recently at his 
home in New Rochelle, N. Y. 





CHARLES HELLER 


Charles Heller, 69, member of 
the firm of Heller & Bowsher 
Hardware Co., Wapakoneta, Ohio, 
died recently in Beaver Dam, 


Ohio. 


HENRY S. RAMEY 


Henry S. Ramey, veteran paint 
manufacturer, and at one time a 
large jobber of specialty hard- 
ware and allied lines died recent- 
ly at his home in Louisville, Ky. 
He formed the old house of 
Lampton, Crane & Ramey Co., 
as wholesale distributors, after a 





number of years first as salesman 
and later as a department head 
of Peaslee Gaulbert Co. Mr. 
Ramey retired five or six years 
ago. 


TOM WILSON 


Tom Wilson, 47, Tyler, Tex., 
hardware dealer, died recently 
following a brief illness. He was 
a director of the Peoples National 
Bank in that town for 11 years 
and was one of the organizers of 
the Texas Building & Loan Asso- 
ciation. 


WILLIAM H. HOWLE 


William Henry Howle, 85, 
Venus, Tex., hardware dealer, 
died recently at the home of his 
daughter, in Tyler, Tex. Mr. 
Howle, who had not been in good 
health for sometime, had lived 
in Venus for 40 years. He is sur- 
vived by J. C. Howle, Tyler, a 
hardware dealer and a daughter. 


WILLIAM C. ELDER 


William C. Elder, 52, Belle 
Center, Ohio, hardware dealer, 
was found dead in his store in 
that town Feb. 27. A revolver was 
found near his body and it is 
believed he shot himself in a 
moment of despondency. 


JOHN J. BAADER 


John J. Baader, 71, founder, 
Haussling & Baader hardware 
and paint firm in Newark, N. J., 
died recently in that city. He 
was a former police commission- 
er, had served in the New Jersey 
House of Assembly and was an 
officer in nine building and loan 
associations. 


JOSEPH YETZER 


Joseph Yetzer, 70, Reading, 
Pa., hardware dealer, died at 
his home in that city following 
a year of poor health and an 
illness of three weeks. He was 
active in political affairs. 


JAMES T. POWELL 


James T. Powell, charter mem- 
ber of the Old Guard, Southern 
Hardware Salesmen’s Association, 
died recently following a heart 
attack in New Britain, Conn. 


THOMAS W. KILEY 


Thomas W. Kiley, 69, president, 
Thomas W. Kiley & Co., Brook- 
lyn, N. Y., one of the oldest steel 
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jobbing and heavy hardware 
houses in that section died in 
Milford, Pa., following a long 
illness. He joined the firm fifty 
years ago and became president 
in 1907 succeeding his uncle 


James W. Kiley. 


T. J. PARKER 


T. J. Parker, 75, veteran hard- 
ware dealer of Aurora, IIl., died 
recently of pneumonia. He had 
been in business in Kane County 
for 46 years, and in his youth had 
helped clear timber off land that 
is now in the southeast part of 
Aurora. 


HARPER LANG 


Harper -Lang, 55, of Lang & 
Lang, Ridgely, Md., hardware 
dealers and building contractors, 
died recently. He had been in 
ill health following an accident 
suffered ten years ago. Mr. Lang 
had been in business in Ridgely 
for more than twenty-five years. 





JESS JONES 


Jess Jones, 62, Ridgely, Tenn., 
of the Ridgely Hardware Co., 
died recently of pneumonia. 


JOHN W. PEDERSON 


John William Pederson, 43, 
Glendora, Calif., died recently, 
following a brief illness and six 
years of poor health. He retired 
from active business in 1929, 
having previously been a hard- 
ware man in Ringling, Okla., and 
with Goodwin & Son, Stratford. 
Okla. 


FREDERICK A. FULLER 


Frederick A. Fuller, Detroit, 
Mich., who traveled for forty- 
nine years dver southern Michi- 
gan and northern Indiana for 
wholesale hardware houses, died 
recently at his home in Detroit, 
Mich. He first entered the em- 
ploy of the Black Hardware Co., 
which left Detroit to open a 
wholesale house in_ Seattle, 
Wash., after which he went with 
S. A. Munger & Co., Detroit, re- 
maining with that company 
through several changes of name. 
When that organization discon- 
tinued business he went with 
Standardt Bros. Hardware Corp., 


Detroit, remaining with that 
company until it discontinued 
business. 


Mr. Fuller, who had been ill 
for about six months, is sur- 
vived by a son and a daughter. 
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Edison Electric Institute and NEMA 
Sponsor Table Cookery Program 


Starting this month, the Edi- 


son Electric Institute, in con- | 


junction with the Heating De- 
vice Division of the National 
Electrical Manufacturers Asso- 
ciation, is sponsoring a national 
program on electric table cook- 


ery, to continue for six months. | 


The objective is to renew inter- 


est in the promotion of small | 


heating and motor-driven devices, 
and promote cooperative pro- 
grams with the local trades in or- 
der that electrical consumers may 
realize the valuable service ren- 
dered by the more modern elec- 
tric table appliances. 

A monthly news medium will 
be published by the committee, 
entitled “Table Cookery Topics,” 


which will serve as a clearing | 
house on information on the de- | 


velopment of the program and 
carry stories of leading sales ac- 
tivities on electric tableware by 
all outlets. The committee has 
chosen the slogan “Electric 
Table Service Saves. 


” 


| G. E. Whitwell, chairman of 
the sales committee, has appoint- 
ed a special national committee 
on the electric table cookery 
program consisting of D. M. 
DeBard, Stone & Webster Ser- 
vice Corp., chairman; C. E. 
Swartzbaugh, president, Swartz- 
| baugh Mfg. Co., Toledo, Ohio, 
and chairman, Heating Device 
| Division, NEMA; R. W. Turn- 
| bull, General Electric Co.; F. R. 
| Kohnstamm, Westinghouse Elec- 
| tric & Mfg. Co., and C. E. Green- 
wood, commercial director, Edi- 
son Electric Institute, New York 
City. 





McCLELLAND MANAGES 
G.E. SALES UNIT 


<. B. McClelland has been ap- 
pointed manager of the central 
district of the air-conditioning 
department of the General Elec- 
tric Co., in charge of sales activi- 
| ties in ten States in the Middle 
| West. He is located at the central 


| district office of the company at 





| 
| 
} 


230 S. Clark St., Chicago, IIl. 


G. SUMNER WILSON JOINS 
MANSFIELD TIRE CO. 


G. Sumner Wilson has joined 
The Mansfield Tire & Rubber 
Co., Mansfield, Ohio, as New 





G. SUMNER WILSON 





England district manager. Mr. 
Wilson, who is well known to 
the hardware trade, is a past 
president of the National Whole- 
sale Hardware Association. He 
was formerly with Decatur & 
Hopkins Co., Boston, Mass., 
wholesale hardware distributors. 


AUTOMATIC WASHER CO. 
ELECTS OFFICERS 


W. Neal Gallagher has been 
reelected president of the Auto- 
matic Washer Co., Newton, Iowa. 
He was renamed to the post of 
general manager. Other officers 
reelected are: George O. Nelson 
and I. F. Woodrow, vice-presi- 
dents; Hobart Cammack, secre- 
tary-treasurer and C. J. Elliot, 
assistant secretary-treasurer. 
Board members reelected are: 
James R. Buck and W. Scott 
Long, Chicago; L. G. Fuller, Des 
Moines; L. V. Tefft, Peoria, Iil.; 
Harry L. Ogg and Messrs. Gal- 
lagher, Nelson and Woodrow of 
Newton, Iowa. 





Offer Fruit Juice Presser 


struction, pressure on arm is reduced. 


closer together also constitutes an improve- 


With 1934 Universal Mixer 


Listing at $18.50, the 1934 model E792 
Universal mixer-beater is sold complete with 
the Universal juice presser attachment. The 
presser attachment, which is hand-oper- 
ated, fits on the stand used for the electric 
mixer-beater. The mixer-beater has chromi- 
um beaters which tilt back and are attached 
or detached by simple spring lock. Equipped 
with large and small bowls which are un- 
breakable acid-resisting porcelain enameled. 
Ivory with green decorations. Rubber feet 
on base. Operates on A.C. or D.C. current. 
Stands 14% in. high and has a base 13 by 
7% in. For mixing, blending, beating, 
whipping, creaming, stirring. Additional 
attachments, for hand operation, which fit 
the E792 are a food and meat chopper, a 
vegetable shredder and slicer, potato ricer 
and a coffee grinder. Landers, Frary & 
Clark, New Britain, Conn. 


Pistol grip handle, when adjusted properly, 
enables user to reach places which are 
difficult to reach. Pistol grip handle can 
be removed when desired. List price, $1. 
Hook Scraper Co., Inc., Queens Village, 
N. Y. 


Type S-2 Mazda Ultraviolet 
Lamp Construction Changes 


Filament coil inverted and stretched so 
that globules of mercury cannot collect be- 
tween coil turns and cause short circuits, 
with better lamp performance as a result, 


says the maker. Placing the electrodes 


ment in the new lamp, contributing to 
speedier arcing and quicker starting, 
promoting better service. Cap has black 
lining consisting of a spherical sheet of 
oxidized brass producing greater heating 
effect within lamp bulb and is responsible 


for maintaining satisfactory ultraviolet out- 


put. New type of clip on cap holds it more 
tightly to bulb and prevents slipping, an 
essential to a constant output of ultraviolet, 
says the maker. Bulb, A-17 inside frost 
and base, special size No. 1864 remains un- 
changed. May be operated in present fix- 
tures and will consume the same wattage. 
List price, $3.75, remains the same. West- 
inghouse Lamp Co., Bloomfield, N. J. 





P-K 200 License Plate Fasteners 


Have cold-forged wing nuts, heavy lock- 
ing springs to prevent wing nut from 
loosening and ornamental washer head 
bolts to give eye appeal. Heavily cadmium 


tached over letters P-K 200. Card has cord 
hanger and separate easel for counter or 
window display is also furnished with each 
unit. Fasteners are easily and quickly re- 


o1 


te 









Hook Scraper No. 100 


With renewable cutter No. 25 designed 
for home use by those not accustomed to 


g RUST CANT Loosen 


AZ 


\ P:I K LICENSE PLATE FASTENER 

















manual labor. Pistol grip handle can be 
adjusted to suit length of operator’s arm 
and because of leverage created by con- 


_ 
wt 


plated to prevent rust. Forty complete P-K 
license plate fasteners are mounted on a 
display card, having an appearance sim- 
ilar to a license plate. Fasteners are at- 


moved without injuring display card. Sug- 
gested retail selling price 5c. per fastener. 
Card of 40 costs dealer 90c. Parker-Kalon 
Corp., 200 Varick St., New York City. 
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SAYS: 
ca 
Goodyear Tire & Rubber Company, Ince 
| ff Akron, Ohio 


7 Gentlemen: 


I have a bit of news for you that you may 
pass on to those who use your productSeecee 


In the spring of 1914 I bought from the 
Palacios Hardware Company a 50-foot rubber 


Hove you ever before heard garden hose. Ve still have this hose 

(April 7, 1933) and expect to use it for 

of anybody volunteering a two or three years yotess. 

We have worn out four other hoses since 1914, 


testimonial on lawn hose? but this one from your factory still serves 


uSe 








Very truly yours, 


One more question —do you 
value customer good will; is 


it an asset in your business? Me Le Be Skinner 


Columbus, Texas 


a 


this written by Mr. Skinner tells practically 








Then we say a letter such as 


SELL 
the whole story about Goodyear Lawn and GOODYEAR HOSE 





<a. 
4 CG): 






Garden Hose as a profitable item in your stock. 






A COMPLETE LINE 






NATIONALLY ADVERTISED i. _jx(_——— ‘“WRRBGREEE 
WORLD’S FINEST QUALITY HOSE* ‘iinet 
* All Goodyear Lawn Hose is made with cotton cord carcass GOODYEAR TIRES 


IN RUBBER 
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Seated, left to right: John Monson, Braham, Minn.; Hans Bekke, Canton, N. D.; Amos Marchel, Perham, Minn. (vice-presi- 

dent); O. A. Dalberg, Clayton, Minn.; Chas. F. Ladner, St. Cloud, Minn., (chairman) George E. Hall, Minneapolis, Minn., 

(president and general manager); Mary E. Caset, Minneapolis, Minn., (assistant secretary); E. P. Babcock, Anoka, Minn. ; 

Hanson, Rochester, Minn., and Howard Connolly, Devils Lake, N. D. Standing: Sam E. Hunt, Red Lake Falls, Minn. ; 

G. A. Jeffery, Red Lodge, Mont.; S. P. Duffy, Minneapolis, Minn. (secretary and assistant general manager) and Paul N. 
Allen, Jamestown, N. D. This is the board of directors of the Hall Hardware Co., Minneapolis, Minn. 


Hall Hardware Co., Minneapolis, Minn. 
Holds Its Twenty-first Convention 


/ YHE twenty-first annual conven- 
tion of the Hall Hardware Co., 
Minneapolis, Minn., was held 

at the company’s headquarters, Feb- 

ruary 20, 21 and 22, 1934. Registra- 
tion was over 500 which included 
representatives from 350 retail hard- 
ware stores in Minnesota, Wisconsin, 
the Dakotas, Iowa and Montana, the 

Hall staff and salesmen from about 

70 factories whose lines are handled 

by the organization. The eighth 

floor was devoted to manufacturer’s 
displays, model store windows and 
the meeting room. The fourth floor 
had a house display of miscellane- 
ous merchandise, some _ close-out 
goods and other items, new special 
values available during the conven- 
tion. The convention opened each 
day at 8 a.m. and closed as the 
crowds thinned out. This gave ample 
time for dealers to visit displays as 

meetings were held from 11:15 a.m. 

to 12:30 and from 3 p.m. to 6 p.m. 

on each day. 

President and general manager 
George E. Hall opened the conven- 
tion Tuesday morning, welcoming the 
dealers and telling them briefly of 
the year’s progress and the outstand- 
ing features for the coming year’s 
activities. He explained that depart- 
ment managers would elaborate on 
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these, giving departmental details 
about new lines, price trends, mer- 
chandising plans, discontinued lines, 
etc. 

Assistant general manager Steve P. 
Duffy acted as chairman, thereafter, 
and gave some facts about buying 
problems and competitive situations 
faced in the territory served by Hall. 
He presented the department heads 
who spoke briefly on their own lines. 
Herb Brown, merchandising manager 
outlined the future advertising plans, 
display helps, price tickets and other 
merchandising helps available to 
Hall members and distributed ad- 
vance copies of the 1934 spring 
consumer catalogs which the dealers 
will distribute. Fred Rockwell of the 
Better Business Department told how 
his department had and would func- 
tion. He was followed by depart- 
mental buyers: Harry Wall, house- 
hold and farm hardware; Joe Culver, 
builder’s hardware, nails, sheets, 
electrical goods; Frank Feyder, tools, 
sporting goods; Bill Grennell, paints, 
brushes, linseed oils, glass; Buck 
Buckmaster, field paint man and 
Eddie Ralph, stoves, etc. These men 
told what was being done to meet 
current competition in their lines 
and explained any changes in models, 
finishes or prices. 


Complete details of a new mer- 
chandising plan on the company’s 
new line of paint was presented to 
the Tuesday afternoon session, with 
time provided for informal discus- 
sion and questions from the floor. 

Wednesday afternoon, Charles J. 
Heale, editor, HARDWARE AcE, New 
York City, spoke on the need of con- 
centrated buying, that dealers would 
be able to give greater attention to 
selling. Holding no brief for any 
particular wholesaler’s plan of op- 
erations, this speaker urged all retail 
hardware dealers to tie closely with 
one or two wholesalers and to give 
them the bulk of the business. Only 
in this way, he said could whole- 
salers afford to help dealers meet 
competition. In meeting competitive 
prices, Mr. Heale stressed the im- 
portance of some method for telling 
the public of such values. Calling 
the NRA and the codes a long step 
in the right direction, giving govern- 
ment approval to the many years 
programs of business papers and 
trade associations, the speaker high- 
lighted some of the retail and whole- 
sale code provisions. 

Talks by Mr. Hall and Mr. Duffy 
brought the session to a close. The 
Thursday session was the stockhold- 

(Continued on page 109) 
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BROAD SHADOW SHINGLES 


an exclusive design 


@ When your customers ask for something distinctive for roofing or 
reroofing show them the Barrett Broad Shadow Shingle. 


@ This smartly designed shingle gives an unusually pronounced shadow 
line on the roof. It provides the great durability and the fire-safe, 
weatherproof protection which first quality materials alone assure. 
Self-aligning tabs insure quick, accurate, easy laying. 


e A variety of rich colors—Sage Green, Emerald Green, Spanish Red, 
Blue-black, Green-tone, Red-tone, Brown-blend and Variegated— 
gives the customer a wide choice. 


@ Recover right—the Barrett way—with performance-tested and time- 
proved Barrett Shingles and Roll Roofings—with Barrett Roofs that 
give lasting satisfaction—that keep in stride with modern trends in roof 
design and set the pace for weather-proof durability. Write for com- 
plete information about the Broad Shadow and other Barrett Shingles. 


& 
BARRETT ASPHALT SHINGLES 


BARRETT ROLL ROOFINGS 
(Mineral-surfaced and Smooth-surfaced) 


IMITATION BRICK SIDING AND 


SIDING SHINGLES THE BARRETT COMPANY, 40 RECTOR STREET, NEW YORK, N. Y. 
SHINGLECOAT 2800 So. Sacramento Ave., Chicago, Il. ° Birmingham, Ala. 
SHINGLE STAIN OIL In Canada: The Barrett Company, Ltd., 5551 St. Hubert St., Montreal, P. Q. 


SHEATHINGS AND BUILDING PAPERS 
EVERJET PAINT 
LIQUID ELASTIGUM 
PLASTIC ELASTIGUM 
CARBOSOTA (Wood Preservative) 
CREONOID FLY SPRAY 
BARRETT CATTLE SPRAY 


"Phone, wire or write for information on these 
or any other Barrett Protection Products. 


THE GREATEST NAME IN ROOFING 
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Virginia Convention Opposes 
Further Increased Taxation 


PPOSITION to further increases 
QO in State taxes was expressed in 

a resolution offered by W. T. 
Pace, Franklin, Va., chairman, legis- 
lative committee and adopted at the 
15th annual convention of the Virginia 
Retail Hardware Association, held at 
the John Marshall Hotel, Richmond, 
Va., Feb. 20 and 21. More than 120 
members and guests registered during 
the convention. 

At the opening session President J. 
H. Luster, Blacksburg, spoke on “Past 
Year’s Accomplishments and Our Prob- 
lems.” Secretary Thomas B. Howell, 
Richmond, reported on the association’s 
membership, discussed finances, and ex- 
pressed the hope that “we are facing a 
new era.” 

Walter M. Evans, Richmond, Retail 
Merchants of Virginia, told of bills 
pending in the State Legislature. He 
urged members to write the State Leg- 
islature their opinions on proposed 
bills, which would affect the hard- 
ware dealer. Mr. Evans declared that 
a sales tax in Virginia with no similar 
one in surrounding States would drive 
business from towns near the borders 
of Virginia to other States. He ex- 
pressed the opinion that a sales tax 
was unnecessary in Virginia. 

Pointing out, in the afternoon ses- 
sion, that sales were born of imagina- 
tion, Ralph W. Carney, sales manager, 
Coleman Lamp & Stove Co., Wichita, 
Kan., dramatized effective methods for 
selling automatic electric irons. Mr. 
Carney urged that the economy of op- 
eration, safety factors and ease of op- 
eration be featured. 

Some of the questions most fre- 
quently asked on codes were answered 
by Herbert P. Sheets, Indianapolis, 
Ind., managing director, N.R.H.A. He 
emphasized the fact that it is not the 
intent of the Government to permit 
price fixing. He also explained why 
the hardware store was placed under 
the master retail code instead of un- 
der a separate one. Consideration must 
be given, in making price advances to 
their effect on the public he declared. 

T. W. McAllister, Atlanta, Ga., edi- 
tor, Southern Hardware, talked on 
“Competition of Syndicate Buying.” He 
stated that a great deal has been done 
under codes to improve competitive 
conditions and declared that the whole- 
saler’s function must be carried out by 
someone. Mr. McAllister expressed 
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J. H. LUSTER 
Retiring President 


his belief that mail order and chain 
store competition will become less 
troublesome under the codes. Urging 
adequate organization within the store 
to include proper training of clerks, 
business analysis, and concentration of 
buying, he held that retailers must look 
for new items and use new methods. 

Vice-President B. F. Tillar, Emporia, 
conducted a question box period on 
codes. In reference to the steel code 
he stated that the Steel Institute would 
do its best to straighten out problems. 
John W. Yowell, Culpeper spoke of 
sales of staple hardware lines to whole- 
sale grocers. W. H. Jennings, Ameri- 
can Steel & Wire Co., told of opera- 
tions in the steel industry, pointing out 
that 98 per cent of the industry was 
operating under the steel code. He 
also discussed the work of the Ameri- 
can Steel & Iron Institute and declared 
that the steel code was based upon 
ethical principles. 

Secretary Howell read the trade prac- 
tice provisions and other clauses of the 
wholesalers’ code and discussed their 
effects on the retail trade. 

The final session of the convention 
was opened with an address on “Local 
Code Enforcement” by S. B. Hazle, sec- 
retary, Local Retail Code Authority, 
who pointed out that the new NRA 
insignia will not be available until as- 
sessments are paid to the local retail 
code authority. Urging that infractions 
of the code be reported to the Local 
Retail Code Authority he pointed out 
that it is entirely the employer’s respon- 
sibility to see that the proper schedule 
of hours is followed. Local code au- 


B. F. TILLAR 


President 





THOMAS B. HOWELL 


Secretary-Treasurer 


thority groups, he said, were like school 
teachers in that they have no power to 
punish, but are appointed to instruct. 
He emphasized that dealers ignoring 
the requests of local code authority 
groups would be reported to the Na- 
tional Recovery Administration, Wash- 
ington, D. C., which would take action. 

George C. Howell, Richmond, spoke 
on “Collective Bargaining” and traced 
its history from the time of the signing 
of the Magna Charta up to the present. 
Retailers have, he declared, as much 
right to discuss with distributors the 
price to be paid for merchandise as 
workmen have to discuss their wages 
with employers. He also discussed buy- 
ing syndicates, purchasing agencies 
and dealer-owned jobbing houses. 

B. F. Tillar, Emporia, was elected 
president to succeed Mr. Luster. W. 
W. Ware, Orange, was named vice- 
president. Thomas B. Howell continues 
as secretary-treasurer and R. A. Frayser, 
Richmond, as assistant secretary. 

The following were elected directors: 
John W. Yowell, Culpeper; E. L. Gee, 
Victoria; A. W. Whitaker, Portsmouth, 
and W. K. Smith, Clifton Forge. A. D. 
Starling, Danville, and W. L. Penick. 
S. Boston, are directors whose term of 
office did not expire this year. Mem- 
bers of the advisory board are: J. H. 
Luster, Blacksburg; H. A. Pleasants, 
Richmond, and J. T. Howard, Bristol. 

On Tuesday night the annual banquet 
and entertainment at the John Marshall 
Hotel was attended by more than sev- 
enty members and guests. Billy Frayser. 
son of assistant secretary R. A. Frayser, 
acted as master of ceremonies. 
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How to get in the clock business 


We admit it. . . it 
reads like 

the impossible 
EVERTHELESS G.E. 
you in the clock business for only 


can Pp ut 


$23.23. G.E. will give you a complete 
assortment of six fast selling clocks— 
plus a metal merchandising display —all 
packed in one carton, for only $23.23, 
which amounts to the wholesale cost of 
the clocks only. 

Last year’s dealer package sold on 
sight and dealers everywhere were more 
than satisfied with its performance. 
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Seg \Garteng CLOCKS 
* 
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Proof? Read these unsolicited com- 
ments: “The best assortment of clocks I’ve 
ever seen. Moves like hot cakes.’’ Writes 
another: “TZ sold a clock one hour after I 
put up the display.” And finally a dealer 
from Kennett Square, Pa., said: “Your 
display is clever. I have sold a complete set 


already—and have re-ordered.” 


And this year’s package—The G-E 





Clock Merchandiser—is still better! 


Remember, all the clocks bear G.:.’s 
famous monogram. All are fast moving. 

And, every Merchandiser brings you 
a handsome profit on your $23.23 in- 
vestment. Not bad! Get the full details 
on this money-making display. Get all 
the facts about this real clock de- Ww 


partment. Mail the coupon today. # 


GENERAL @ ELECTRIC CLOCKS 





we $235 Wys 







_— 
—_—_— 
—_ 


ONT ASK QUESTIONS, | 







THIS 





GENERAL Evectric MERCHANDISE Derr. 
Electric Clock Sales Section T-573 
Bridgeport, Conn. 

Send me full details on how I can get the General Ele: 
tric Clock Merchandiser and all General Electric Clocks 
all for $23.23. 

N ameée.... 


Street. . 





City or Town... State... 
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Southern California Dealers 


Had Outstanding Meeting 





N. D. VAN WINKLE 
President 


HE 13th annual convention and 
"Th eects of the Southern Cali- 

fornia Retail Hardware Associa- 
tion, held in Los Angeles, Cal., Feb. 
19-21, was one of the most outstanding, 
and the best attended in the history 
of the association. The exhibition was 
the largest ever staged and furnished 
ample proof that recovery is on its 
way. 

The convention was opened by asso- 
ciation president, L. C. Stanley, Whit- 
tier, and members were welcomed to 
Los Angeles by Harry L. Harper, presi- 
dent, Los Angeles Chamber of Com- 
merce. 

H. C. Rice, merchandising manager, 
Southern California Edison Co., gave 
a concise outline of this power com- 
pany’s cooperative merchandising plan 
of advertising, financing, and sales aids. 
A budget of $300,000 is being used 
to publicize the use of electrical equip- 
ment, referring all consumers to their 
dealers. 

Carl Swigart, of the Pacific Coast 
Gas Association discussed the agree- 
ment signed by the gas companies and 
the Plumbers’ Association, whereby it 
was agreed that they would stop issu- 
ing orders for employees to buy at 
wholesale for private and friends use; 
that the resale price of all gas equip- 
ment will be maintained; and that no 
excessive allowances for used mer- 
chandise, excessive discounts or exces- 
sive time allowances will be given. 
Chas. M. Swinnerton, president of the 
Master Plumbers’ Association, and a 
hardware merchant, who had a great 
deal to do in bringing about this har- 
monious agreement spoke of the need 


80 





J. V. GUILFOYLE 


Secretary-Treasurer 





L. C. STANLEY 
Retiring President 


of sinceryyy of purpose and the follow- 
ing through on such agreements. 

President Stanley speaking on “Look- 
ing Back on Lessons Learned in 1933,” 
discussed the problems of business in 
general, codes and sales taxes. He also 
called attention to the growth of the 
association during the past year from 
239 to 290 members. 

Shannon Crandall, vice-president, 
National Wholesale Hardware Assccia- 
tion, and president, California Hard- 
ware Co., wholesale hardware, Los 
Angeles, spoke on “The Effect of 
Wholesalers’ Code upon Retailers.” 
He cited how it would benefit retailers 
and was very optimistic as to its work- 
ing out, although he said it would prob- 
ably take some time to get it working 
smoothly. 

Irwin E. Douglas, National Retail 
Hardware Association, Indianapolis, 
Ind., spoke on “Price Competition 
Facts.” 

Hayden Robertson, second vice-presi- 
dent of the association, San Diego, 
spoke on the “Cooperative Buying and 
Advertising Experience of San Diego 
Dealers.” This program was _ used 
during the past year. Plans were made 
two months ahead, and county-wide 
monthy sales were conducted. The 
members of this cooperative group met 
the first of this year and voted to carry 
on with a few minor changes. ‘Their 
buying is all through a local jobber, 
and in that way, Mr. Robertson said, 
members are able to meet the prices 
of chain and department store prices. 

F. O. Mortenson, secretary, Southern 
California Retail Druggists, told of 
“The Success of Retail Druggists 


Vigilantes.” America’s worst enemies 
are the price cutters, who, he said, are 
driving other merchants out of business. 

Carroll Page Fish, lecturer at Uni- 
versity of Southern California, gave an 
inspirational talk on the “New Science 
of Retail Selling,” urging dealers to 
get a new mental attitude regarding 
business. 

Bob Westbrook, Riverside, first vice- 
president elect of the association, spoke 
of “The Future Outlook to a Young 
Retailer.” The future lies in selling of 
merchandise, and in adding lines to 
round out business, he declared. 

S. S. Worrell, Torrance, talked on 
“The Evolution of Hardware Retailing 
for Past 49 Years,” called attention 
to the many items in which there has 
been no great improvement; the same 
principles being used, despite our 
thoughts of great changes. 

I. E. Douglas, of the N.R.H.A. staff 
gave an address on “What Can You 
Expect.” ‘We want success,” he said, 
“but it comes according to your own 
ability. Working for your business, 
have vision to see what people want, 
make logical, definite plans and then 
follow them out, have a goal to hit for 
each year, and have courage, intelli- 
gence and determination to carry it 
out.” 

Harry Crowe, Tulare, recently re- 
elected president of the California 
Hardware & Implement Association, 
talked on “Ethical Standards as They 
Should Affect Manufacturers, Jobbers 
and Retailers.” The ethical standards 
we have always wanted, he said, are 
the codes. 

A. G. Cornwell, first vice-president 
of the association, and chairman of 
the Trade Relations committee, talked 
on “What Your Committee Has and 
Can Do for You.” The committee met 
once a month with a jobbers’ committee 
to discuss mutual problems. The re- 
sult is a much better feeling between 
jobbers and retailers than a year ago. 

J. V. Guilfoyle, secretary-treasurer 
of the association gave his report, and 
many questions were answered on the 
application of the Master Retail Code 
and of the Retail Code Authority Coun- 
cil. 

A. S. Yates, who for the past 12 years 
has been connected with a National 
chain store system in southern Calli- 
fornia territory, told of his experiences 
and why he has left that organization 
to open a retail hardware store for 
himself. 

George H. Eberhard, well-known 
California business analyst spoke on 
“Problems of 1934.” His talks are 
eagerly anticipated each year, and so 
his optimistic view of a very substantial 
upturn in business for 1934 was well 
received. 

(Continued on page 82) 
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Gude Again Heads Missouri Association 





F. X. BECHERER 
Secretary 


the 36th annual convention of 

Missouri Retail Hardware Asso- 
ciation and the Mississippi Valley 
Farm Equipment Association, held at 
Hotel Jefferson in St. Louis, Feb. 20 
to 22. 

Most of the pretentious Gold Room at 
the hotel was taken up with the displays 
of 32 exhibitors, which overflowed into 
nearby corridors. These included a 
wide variety of hardware and imple- 
ment staple lines and many innovations. 
Sales on the convention floor were esti- 
mated to have approached $650,000. 

Ben H. Gude, St. Louis, was re- 
elected for a second term as president 
of the association, and William Bahn, 
Cape Girardeau, was again named vice- 
president. Herbert Brown, Trenton, 
was chosen treasurer, succeeding J. H. 
Dickbrader, of Washington, Missouri, 
and F. X. Becherer, of St. Louis, was 
again named secretary. 

A new member of the executive 
board, who succeeds Mr. Brown, is 
Milton Pauly, St. Louis. Other mem- 
bers of the executive board are: E. J. 
Creissen, St. Louis; J. D. Reynolds, 
Carthage: L. R. Holt, Fulton; G. O. 
Busch, Union, and George C. Eberlin, 
Hermann. 

Mayor Dickmann of St. Louis wel- 
comed those attending the convention 
at the opening session, and greetings 
were extended by L. E. Crandall of the 
Simmons Hardware Co.; George 
Wooley of the Shapleigh Hardware Co.; 
Charles H. Carpenter of the Witte 
Hardware Co., and S. B. Ward, of 
Geller, Ward & Hasner Co. 

One of the principal talks was made 
by C. C. Carter, Carthage, a member 
of the Board of Directors, National 
Retail Hardware Assn. The implement 
dealers’ code was explained by C. R. 
Peters, a member of the code commit- 
tee. 


G the 36 hundred dealers attended 
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George Schulte, editor, Jnterstate 
Grocer, and a regional director of the 
Missouri NRA board, told the hard- 
ware men their code was worth very 
little, and urged them to work for more 
beneficial provisions. He spoke at the 
final session. 

Secret contracts and discriminatory 
concessions to large dealers have made 
it difficult for the small retailer to com- 
pete, Schulte said, and he added that 
it was up to the merchants to fight their 
own battles and back their associations 
in seeking proper codes. 

E. W. Peterson, Florence, Wis., presi- 
dent of the National Retail Hardware 
Association, conceded that the code was 
not all that should be desired, but ex- 
pressed the hope that it would be 
amended to improve the situation of 
small dealers. Many of the provisions 
which the association sought to include 
in its code, Mr. Peterson said, were 
excluded by NRA afithorities, but some 
of them managed to get into other 
codes. Mr. Peterson also conducted 
several question box sessions dealing 
with the code. 

Fowler McCormick, domestic sales 
manager, International Harvester Co., 
delivered one of the outstanding talks 
on the meeting at the second session. 
Speaking on “Sales and Profits in 
1934,” he declared that business men 
must take a courageous and aggres- 
sive course, rather than one of pes- 
simism. 





BEN H. GUDE 
Reelected President 


The present business upturn, Mr. 
McCormick said, is a result of forceful 
governmental action. He advised strict 
observance of codes “even though we 
don’t know how they are going to work 
out.” 

Others who spoke before the con- 
vention included: E. B. Gallaher, edi- 
tor of Clover Business Service and 
treasurer, Clover Mfg. Co., Norwalk, 
Conn.; Thomas L. Gaukel, regional 
NRA compliance director for St. Louis; 
Charles E. Michel, sales manager, 
Union Electric Light and Power Co., 
and Bernie Sullivan, manager, South- 
western Division, Westinghouse Lamp 
Company. 





Southern California Convention 


(Continued from page 80) 


\. W. Krueger, a former hardware 
retailer, now a sales ,representative of 
a large electrical manufacturer and 
distributor read his “A Letter from a 
Hick Town Hardware Merchant to 
President Roosevelt,” in which he dis- 
cussed some of the major problems 
before merchants, and gave conditions 
which he believes need to be created 
to insure economic balance and _ pros- 
perity. 

Resolutions passed by the conven- 
tion protested against the issuance to 
county and city employees of purchas- 
ing orders by which they can buy furni- 
ture, hardware, electrical and many 
other goods at wholesale prices; ap- 
proved the national bill creating game 
preserves; protested against manufac- 
turers and jobbers using a post card 
for direct mail on which they quote 
dealers’ prices, discounts, percentage of 
profits, etc., urging that such informa- 
tion be sent in letters, and protested 
against grocery and drug outlets on 


Mazda lamps, and consigned merchan- 
dise to such outlets. The association 
also endorsed the plans of Arizona 
dealers who have formed a hardware 
dealers club and desire to join the 
Southern California Association. It 
is proposed to change the association’s 
name to read, Southern California and 
Arizona Retail Hardware Association, 
providing one-fourth of the known 82 
dealers in Arizona join the southern 
California Association. 

The following officers were elected: 
President, N. D. Van Winkle, Rip’s 
Hardware Store, Los Angeles; first 
vice-president, J. R. Westbrook, Jr., 
Franzen Hardware, Riverside; second 
vice-president, C. H. Byers, Churchill 
& Cassou, Escondido. J. V. Guilfoyle 
is secretary-treasurer. The nominating 
committee reported their selection of 
names for directors of the seven dis- 
tricts. Election of these directors will 
be held by mail, the dealers in each 
district voting for their own director. 
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Your Mechanic and Handyman Trade will buy these famous 


PARKER-KALON PRODUCTS 





Hardened Self-tapping Sheet Metal Screws used by 50,000 sheet metal workers 
and manufacturers in every branch of the metal working industry. 


The GENUINE product—made only by Parker- 
Kalon. Known throughout the metal working 
industry as the easiest, quickest, cheapest means 
of joining sheet metal or making fastenings to 
sheet metal, and other materials described be- 
low. The Screw is turned into a plain drilled 





Type “A”—for making fastenings to sheet metal 
up to 18 gauge. Made in a wide range of sizes 
and various finishes . . . in the head styles 
shown. Packed in 
boxes, one gross or 


1000 of a size. 








“- 


Hardened Masonry Nails for fastening to Brick, etc. 








It’s easy to fasten to brick, mortar, con- 
crete, with Hardened Masonry Nails. Easier 
and cheaper to use than expansion bolts, 
lead anchors and plugs, hooks, spikes, ete. 
No drilling required except in unusually 
hard masonry and then only a starting 
hole. They hold securely. Used by tinners, 
plumbers, electricians, handymen, ete. Made 
in 5 sizes—5/32” x 1” to 1/4” x 2-1/2”. Put 
up in boxes containing 100 of a size; also 
in assortment. 














Shur -Grip Handles ed Files and Solder Irons 


Screw-on, Stay on. Unique 
die firmly locked in the 
handle (see sectional 
view) cuts a thread on 
tang of file or stem of 
solder iron, as handle is 
screwed on. Cannot loosen 
. - or come off—yet can be 
unscrewed, like a nut from a bolt. Shur-Grip File Handles 
never need pounding-on .. . don’t crack or split and so outlast 
many ordinary handles. Four sizes to fit all files from 3” 
to 18” in length. Packed a dozen of a size in a box; also in 
assortment. 
Shur-Grip Solder Iron Handles won’t char and can’t burn, as 
the stem doesn’t touch wood. Vent keeps handle cool. Ready 
for use—simply screw it on. Three sizes fit all irons from 114 
to 12 pounds. Packed 12 of a size to the box. 





Prices and full information on any of these items 
will be sent promptly on request. 





or punched hole .”. . it forms a thread in the 
metal . . . makes stronger, as well as cheaper 
fastenings than machine screws, bolts and nuts, 
etc. Used in all leading autos, radios, airplanes, 
etc., and by furnacemen, tinsmiths, auto repair 


shops, sign builders, ete. 





Type “Z”—for making fastenings to sheet metal 
from 28 gauge to 6 gauge, and to aluminum and 
die castings, Bakelite, etc. Made in wide range 
of sizes and various finishes . . . in the head 
styles shown. Packed 


in boxes, one gross 
or 1000 of _a size. 
- i air Plugs 
Self-tapping Rep & PARKER-KALON 
REPAIR PLUGS 

















Stop Leaks — 
—in boilers, tanks, radiators, 
pipes. Simple, effective. It forms 
a thread in the metal and draws 
up gasket to seal hole tight. 48 
cadmium plated Plugs (14” to 
VY," sizes). Costs you $1.95* 
. brings you $4.30. 


Cold-Forged Wing Nuts 
and Thumb Screws 
























































Made by a new process. Neater in 
appearance, stronger, better fihished, 
accurate and uniform. Free from 
flaws and defects. A complete range 
of sizes. 100 of a size to the box. 
Compare quality and price with what 
you now buy. 


Wing Nut Assortment 


Contains 108 bright nickel 
plated Parker-Kalon Cold- 
forged Wing Nuts in 5 sizes 
and tappings commonly used 
on hundreds of home, office 
and shop devices. Costs only 
90c.* ... brings you $3.30. 





DISTRIBUTED ONLY BY RECOGNIZED JOBBERS — For names of nearest Jobbers mail this coupon to 
PARKER-KALON CORPORATION, 192 VARICK STREET, NEW YORK. 


Refer me to jobbers of (] Hardened Self-tapping Sheet Metal Screws (] Hardened Masonry Nails [] Shur- 


Grip Handles 
Name 


Address 


MARCH 15, 1934 


[] Repair Plugs [) Wing Nuts and Thumb Screws. 
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North Dakota Dealers 
Hold Optimistic Meeting 


EMBERS of the North Dakota 

Retail Hardware Association, 

turned out for their 38th an- 
nual convention at the Leland Parker 
Hotel, Minot, N. D., Feb. 6, 7 and 8, in 
larger numbers than for many years, 
and showed their optimism over future 
business prospects by unusually large 
purchases of merchandise for the com- 
ing season. 

North Dakota, one of the biggest 
wheat producing States in the union, 
is receiving around $5,000,000 in 
bonuses from the Federal Government 
for making reductions in acreage, and 
the hardware business as well as all 
other lines is being stimulated as farm- 
ers spend this money. 

P. I. Dahlen, Williston, was elected 
president, and resolutions indorsing the 
Missouri River diversion project, the 
Mouse River water conservation project, 
and a campaign to obtain Federal aid 
for extermination of grasshoppers were 
adopted. 

Other officers elected were: vice- 
president, Oscar C. Hilmen, Berwick, 
and Peter Fugelso, Minot and H. M. 
Ulvick, Aneta, the association’s retir- 
ing president, was chosen treasurer. 

Members of the board of directors 
are: A. O. Gunnerud, Silva; J. W. 
Calnan, Bethold and Bismarck; A. F. 
Hoff, Wishek; W. J. Gust, St. Thomas; 
Howard Connolly, Devils Lakes, and 
H. A. Meddaugh, Westhope. Miss 
Louise J. Thompson, Grand Forks, was 
renamed secretary. 

Another resolution adopted was one 
which commended the work of the price 
study committee of the National Re- 
tail Hardware Association. The ap- 
pointment of price committees by State 
Associations was favored. The mem- 
bers voted to make the national asso- 
ciation to continue its study of prices 
and its trade relations activity. 

The place of the 1935 convention re- 
mains to be decided later. Fargo and 
Bismarck extended invitations. 

President H. M. Ulvick, Aneta, pre- 
sided at the meeting and there were 
numerous interesting speakers on the 
program. 

E. U. Berdahl, secretary, Wholesal- 
er’s Division, Minneapolis Civic and 
Commerce Association, talked on the 
subject of “Self Government in Busi- 
ness,” and explained in detail the code 
covering the hardware industry. 

Nat E. Given, Bemidji, Minn., vice- 
president National Retail Hardware As- 
sociation, told of the activities of that 
organization in bringing to light in- 
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H. M. ULVICK 
Retiring President 


stances where manufacturers are in- 
creasing prices more than is warranted 
by increased costs of operation. 

A question box period was led by 
Paul N. Allen, Jamestown, and E. L. 
Garden, Souris. Matters of closing 
hours, handling of cash or credit busi- 
ness, competition with mail order 
houses and with chain stores, opera- 
tion of the NRA, and other topics, were 
taken up. The practice of grocery 
stores in offering hardware articles at 
cut prices was criticized, as was the 
handling of hardware by lumber yards. 

Porter J. Talcott, Fargo, sales man- 
ager, Dakota Electric Supply Co., ex- 
pressed optimism over the market 
prospects for many electrical appli- 
ances. He said that 60 per cent more 
electric washers were sold in the State 
in 1933 than in 1932. 

Other speakers included A. O. Gun- 
nerud, Silva, member of the State 
Trade Relations Committee, talking on 
“Price Competition,” and B. E. Groom, 


chairman, agricultural committee, 
Greater North Dakota Association, 
whose subject was “The Government’s 
Agricultural Program for North Da- 
kota.” 

The annual banquet was held at 
Leo’s dining room, Wednesday eve- 
ning. Attorney Thomas B. Murphy 
presided as toastmaster. Speakers in- 
cluded: Peter Fugelso, pioneer hard- 
ware dealer of Minot and chairman of 
the reception committee; E. L. Garden, 





LOUISE J. THOMPSON 


Secretary-Treasurer 


Souris; FE. U. Berdahl, secretary, 
Wholesaler’s Division, Minneapolis 
Civic and Commerce Association; Miss 
Louise Thompson, Grand Forks, secre- 
tary of the North Dakota Hardware 
Association and Attorney Halvor L. 
Halvorson, Minot. 

Attorney Halvorson spoke on the Mis- 
souri River diversion project and urged 
cooperation of hardware merchants in 
an effort toward a united campaign for 
extermination of grasshoppers, for 
which a Federal appropriation is ex- 
pected to be made. 

The show of hardware exhibits at the 
Armory was one of the most success- 
ful shows ever staged by the organiza- 
tion. 





The Westinghouse “Home of Tomorrow” 
(Continued from page 61) 


the laundry so that children may 
safely play alone yet be handy to an 
adult. 

Nineteen motors, built in, perform 
various services. The kitchen has waf- 
fle iron, toaster, coffee percolator, mix- 
ing machine, dishwasher, refrigerator, 
and automatic electric range. The 
pantry has almost as much equipment 
for the emergency repast mentioned 
before. With all switches on, the 


work done electrically would be equal 
to that done by 864 servants. 

Families will live in the Westing- 
house “Home of Tomorrow,” that en- 
gineers and laymen may cooperate in 
the study of electrical conveniences un- 
der actual home conditions instead of 
under laboratory conditions. Inter- 
ested parties may visit this model home 
by applying to the company’s offices 
in Mansfield. 
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PAINT SALES G0 


“FAR BEYOND 
EXPECTATIONS” 


Says new ee Dealer 





Increased volume and profits from S-W line 
in 1933 are achieved by Morgantown Hardware 
Company, new S-W dealer 


proved to us that it has consumer 
preference.” 
The Sherwin-Williams franchise is a 
proved profit-maker for the many deal- 
ers whose stores are “Paint Head- 
quarters” in their communities. A 
complete line of first quality products 
under the famous Cover - the - 
Earth trade-mark . .. real mer- 
chandising and selling codpera- 
tion... a real profit opportunity 
with the best known name in 
paint. The S-W franchise for 
your community may be open. 
Why not find out? Write The 
Sherwin-Williams Co., Merchan- 
— Dept 609, Cleveland, 
io. 


Showing a substantial volume and 
rofit from the paint department on 
its books for 1933, the Morgantown 
Hardware Company, Morgantown, 
West Va., entered this year with the 
conviction, proved in cold cash, that 
the Sherwin-Williams proposition 
paid. 

“It is a pleasure to write you of 
our success,” writes D. J. Wat- 
ring, Manager. “Our paint sales 
have gone far beyond our expec- 
tations, and it has proved to be 
one of our major lines, both in 
volume and in profit. Our ex- 
perience in the handling and sale 
of the Sherwin-Williams line has 
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WANTED 
A Few Men 


with Vision ! 


In the ranks of the thousands of 
dealers handling Sherwin-Williams 
Paints in every section of the 
United States, there are about 200 
openings for men to join hands 
with the world’s most successful 
paint selling organization. One of 
these openings may be in your own 
community. 


Are You the Man? 


Whether or not you own a hard- 
ware store ... have ever retailed 
paint before, you can qualify for 
one of these profit opportunities if 
you have the capital to carry a 
complete line of Sherwin-Williams 
paints and have the ability to do 
an aggressive selling job. You can 
capitalize upon this opportunity if 
you will use the merchandising co- 
Speration this company will furnish 
—coéperation which has proved its 
ability to bring customers into the 
stores of Sherwin-Williams dealers 
and sell Sherwin-Williams Paints 
for them at a profit. 


The Market for Paint Is 
Steadily Increasing! 


With the decided upturn in general 
conditions, the market for paint is 
increasing to a point where vol- 
ume sales are reaching new highs. 
Homes, farm buildings and prop- 
erty long neglected throughout the 
lean years are now in need of paint 
more than ever before. With bet- 
ter credit conditions for home own- 
ers and farm owners, money is 
being released for this most neces- 
sary work. And Sherwin-Williams, 
the best-known line of paints in the 
world, stands at the front rank 
with its four-to-one consumer pref- 
erence. It is destined to make 
money for someone in your com- 
munity. Why not you? 


Write Today! 


Why not share in the profits of the 
largest painting job to which this 
nation has ever set its hand? Write 
for details today to Merchandising 
Dept. 609, The Sherwin-Williams 
Co., 101 Prospect Avenue, Cleve- 
land, Ohio. 
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PASHA Convention and Exhibit 


HE exhibit of the Pennsylvania 

and Atlantic Seaboard Hardware 

Association, under the direction 
of W. Glenn Pearce, its Managing Di- 
rector, was the outstanding feature of 
this year’s convention, held at the Wil- 
liam Penn Hotel, Pittsburgh. The two 
floors below the main lobby were given 
over to as fine a lot of displays by 
manufacturers and jobbers as has been 
seen in years, and the association is 
again enthusiastic about the future of 
the show. 





FRANK P. FIFER 


President 


The sessions were taken up with dis- 
cussions of current problems presented 
by the NRA. U. S. Congressman Hon. 
M. Clyde Kelly, who had been sched- 
uled to speak on the subject “Smooth- 
ing Out the Rough Spots in the Path of 
Business Recovery,” on Friday, was 
heard on Monday’s opening session. 
Mr. Kelly spoke extemporaneously, 
touching upon the familiar subject of 
price maintenance. 

Tuesday thé regular sessions got 
under way with a full auditorium. 
President Frank P. Fifer, Philadelphia, 
in his address, spoke of the tremendous 
amount of work done by the Philadel- 
phia office, the Executives and Com- 
mittees due to the recent Washington 
exhibit and the codes. He called at- 
tention to the fact that 130 wholesalers 
and manufacturers were exhibiting in 
the show this year and asked coopera- 
tion on the part of dealers, salesmen 
and exhibitors for mutual benefit. 

Hugh McKnight, Pittsburgh, then 
took up a discussion of the retail hard- 
ware code. He related some of the 
difficulties facing the code authorities 
but looked for progress toward solu- 
tion of these problems in the near fu- 
ture. He pointed out that the $500 
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Marks Upturn 


fine for violations was also a fine of 
$500 for each day the offense was 
committed. In other words, it is a 
separate offense each day and a sepa- 
rate fine applicable. Mr. McKnight 
took each section and explained it with 
a view to making clear some of the 
questions that have frequently been 
asked. These have been discussed in 
HarpWareE AGE from time to time and 
space does not permit a complete ac- 
count of this discussion. They included 
the fact that an employer cannot 
lengthen lunch hours in order to work 
his help latter in the evening than 
provided and that advertising illustra- 
tions must represent the merchandise 
accurately. His final assurance was 
that the code may not be continued in 
its present form, but that it would be 
permanently continued in some form 
in all lines of business. 

At the same session A. J. Bihler, 
James C. Lindsay Hardware Co., Pitts- 
burgh, reviewed the history of the 
wholesale code, with particular atten- 
tion to the sections affecting the retail- 
ers. He referred to the investigations 
by the Federal Trade Commission 
which brought out the fact that large 
secret rebates and stock arrangements 
had been provided by some manufac- 
turers to mail order and chain organiza- 
tions. He pointed out that big busi- 
ness is still fighting but that he be- 
lieved that these secret rebates could 
be prevented. 

Paul J. Stokes, manager N.R.H.A. 
Research Service, Indianapolis, was 
the first speaker at the Wednesday 
morning session and took up the dis- 
cussion of the trend of prices, referring 
to the three primary objectives of the 
Washington program. These were to 
raise the price levels for farm prod- 
ucts, to raise the purchasing power of 
the working man and to raise the com- 
modity price level to the 1926 mark. 
He said that the great mass of debts 
were contracted at that level and in 
justice should be paid at that point. 
There is a fly in the ointment, how- 
ever. Since last May the cost of liv- 
ing has advanced 16 per cent and 
retail prices have risen 25 per cent, 
making the buying power of the con- 
sumer less. The benefits so far are 
from reemployment, and raising of 
wages, but business cannot be indefi- 
nitely sustained by these factors alone. 
If prices advance too fast we will 
have to sacrifice the benefits’ already 
gained. He pointed out that manufac- 
turers not operating under codes were 
18 per cent under the 1926 level, those 


under price fixing arrangements were 
2 per cent under 1926 levels and those 
under open price agreements were 1] 
per cent above 1926 levels. 

Codes provide that only the rise in 
production costs may be passed on, 
but a study of 215 items showed a long 
list of items that were far in advance 
of that. The government, he said. is 
thinking in terms of the consumer and 
labor as well as of business and not 
in terms of business alone, and warned 
that business must not get its “neck 





W. GLENN PEARCE 


Managing Director 


out” too far in the matter of prices. 
Mr. Stokes reminded his hearers that 
the retailer gets the brunt of advancing 
prices. He expressed, in closing, the 
opinion that if human nature were to 
be changed we should have started 
when the human race was hanging by 
tails from trees. 

H. Elton Pease, billed as “The Man 
with a Million Ideas” sandwiched a 
number of selling ideas between some 
humorous quips and stories. The idea 
he was desirous of imparting was that, 
no matter what the codes might bring 
forth, it would always be up to the 
merchant to fight for business by ag- 
gressive merchandising ideas. He 
urged the dealers to quit running 


around looking for the same prices as 


chains, and sell by increased mer- 
chandising effort. The simple require- 
ment was to get the people into the 
store and sell them merchandise. He 
also reminded that it is no use to get 
people into the store if they are not 
to be made satisfied and enthusiastic 
customers. Ninety per cent of the time 
should be given to selling and only 
10 per cent to buying. Mr. Pease is 
a well known speaker at conventions 
and his talk was well received. He 
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NEW in design . .. DIFFERENT in principle 


NO FRICTION 


NO BEARINGS 






Base—7!/p inches 
Height—5 inches 
Arm Spread—8 inches 


NO WEAR 


Illustration About 
Two-Thirds Actual Size 


PREMAX Floating Head SPRINKLER 


The PREMAX FLOATING HEAD SPRINKLER is distinctly new, not only in its artistic 
design, but in its ''smoother-than-ball-bearing'' operation—coupled with its larger base 
and low center of gravity which prevents rocking and digging in fine lawns. The head 
revolves freely on any water pressure, covering from 6 to 60 feet area by a single 


adjustment. 





Why "The Head 
Floats" 


The sketches above show the 
PREMAX SPRINKLER in cross 
section. Fig. | illustrates sprink- 
ler at rest. Fig. 2 is position of 


parts in action. 


In Fig. 2 the revolving head has 
been lifted on a cushion of water 
in space A, forming a bearing on 
which head rests and revolves. 
The water cushion in A is kept 
uniform by relief vent D which 
is uncovered as head rises and 


excess water escapes. 


Spindle S on which head re- 
volves is constantly cushioned by 
water, hence there is no metal- 
to-metal friction or wear at any 


point. 
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SEVEN POINTS OF 


Patented Floating Head—No Metal- 
To-Metal Bearings. The Premax 
water bearing is indestructible. 


Simple Adjustment—Fast or Slow— 
Fine or Heavy Mist. A slight 
turn of one nozzle requlates 


stream. 


Covers 6 to 60-Foot Circles. For 
large or small lawns. Most sprink- 
lers can do only one job. 


Compact, Rugged, Rustproof. Only 
seven parts, all rustproof, ever- 
lasting baked enamel finish. 





= 


PREMAX SUPERIORITY 


Large Base, Light Weight. The 
Premax sets firmly, does not vi- 
brate or dig into the finest lawns. 


Operates On Any Pressure. Posi- 
tively guaranteed to operate any 
time, any place, on any pressure. 


Easily Cleaned. Full size water pas- 
sages throughout. Taken apart for 
cleaning in 30 seconds. 


Individual Display Cards. Three- 
color cards mounted in base pan- 
els do a real selling job on your 


counter. 


ASK YOUR JOBBER OR WRITE US ABOUT THIS RADICALLY NEW SPRINKLER— 


IT TALKS ON YOUR COUNTER . 


. . AND SHOUTS ON THE END OF A HOSE! 


Premax Sales Div., Chisholm-Ryder, Inc., Niagara Falls, N. Y. 
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went into the subject of advertising, 
window and store displays and light- 
ing, urging aggressive selling. 

The Thursday morning session heard 
A. W. Robertson, chairman of the 
board, Westinghouse Electric & Mfg. 
Co., Pittsburgh, who dwelt upon the 
shortcomings of the NRA, more than 
upon its hopeful features. He agreed, 
however, that to most citizens the NRA 
appeared as a better chance for a more 
complete life with longer days of leisure. 
He said the plan would not and could 
not prevent wrong and we can only 
hope for a 51 per cent break on the 
right side, a condition that would, over 
the past years, have been great. Right 
or wrong, he concluded, the program 
was the traffic system of business and 
all should help wherever possible. 

P. H. Powers, vice-president in 
charge of sales, West Penn Power Co., 
Pittsburgh, was the final speaker on 
the Thursday program. He traced the 
events leading up to the adoption of 
the merchandising principles now fol- 
lowed by the utilities and hardware 
dealers now cooperating. This was, 
he said, brought about through regional 
meetings arranged by Glenn Pearce, 
for frank discussion of mutual prob- 
lems. After detailed account of the 
resolutions adopted and the ways in 
which the utilities and retailers were 
cooperating, Mr. Powers spoke of what 
is ahead in the appliance market of 
the Pennsylvania area during the next 
few years. It is a tremendous busi- 
ness upturn. He showed lantern slide 
charts to prove the appliance market 
in Pennsylvania has a potential retail 
value of $405,915,000, taking into con- 
sideration the new market. The re- 
placement market, in addition, will 
amount to $47,728,282 by a conserva- 
tive estimate. The final chart showed 
that the ultimate annual replacement 
market in the state, based on satura- 
tion in January, 1949, would be $113,- 
130,484. He urged hardware dealers 
to make the effort to get a better share 
of this business and place hardware 
stores higher in list of outlets for ap- 
pliances. 

A very important point Mr. Powers 
pointed out is that of all outlets, the 
utilities can best help the hardware 
store and the electrical dealer. De- 
partment stores do. not want coopera- 
tive selling, neither does the mail order 
house; so the utilities can best turn 
to those outlets whom they can best 
aid. 

Friday’s session was given over to 
question box and to further remarks 
from H. Elton Pease. 

The entertainment committee had a 
very successful chain of events. The 
stag smoker in the main ballroom 
on Wednesday evening was well at- 
tended and everyone reported an un- 


usually good time. The annual Pasha 
Ball on Thursday was a brilliant affair, 
music being of the highest order and 
the attendance made it necessary to 
use two large ballrooms. The ladies 
were entertained on the afternoons of 
Wednesday and Thursday by a visit 
to the H. J. Heinz Co. plant and by 
theatre parties at the Pitt Theatre. 
Among the resolutions presented were: 
A protest against the failure of govern- 
mental authorities to provide definite, 
adequate and compulsory cost-plus pro- 
vision, against the delay in fixing such 
a system and against the discrimination 
in favor of allied industries; a demand 
that certain manufacturers give hard- 
ware dealers equal opportunity with 
catalog houses and chain stores as re- 
gards prices and protection against un- 
fair price discrimination; advocating a 


national manufacturers’ sales tax as a 
substitute for the present Federal in- 
come tax, favoring a consolidation and 
simplification of local government agen- 
cies, in order to effect a reduction of the 
tax burden and that the association 
would cooperate with organizations and 
individuals advocating such purposes; 
protesting against competition from 
manufacturers and wholesalers in the 
supplying of tools and supplies to CWA 
local projects; condemning the practice 
of buying at wholesale by purchasing 
departments of corporations for the 
benefit of individual employees and the 
employees of other corporations. 

Officers for the current year were 
elected in Washington in September last 
and will continue to serve. 

Pittsburgh was chosen as the next 
place of meeting in 1935. 





New England Association 
Reelects All Officers 





GEORGE A. FIEL 
Secretary 


HE 41st convention of the New 

England Hardware Dealers’ As- 

sociation opened with a dinner 
and reception to officers and guests 
on the evening of Feb. 29, in the 
Colonial Room at the Hotel Westmins- 
ter, Boston, Mass. A heavy storm made 
transportation all but impossible, but 
the thirty officers and guests who were 
able to attend enjoyed an excellent 
dinner followed by an informal pro- 
gram under the direction of J. M. 
Mackey, who acted as toastmaster. 

At the opening business session Wed- 
nesday morning, president Harold 
Moore, Newton, Mass., delivered the 
welcoming address, and commented on 
business conditions during the past 
year. The outlook for attendance was 
very discouraging at the opening ses- 
sion, but every train and bus brought 
reinforcements. 





HAROLD MOORE 
Reelected President 


David A. Foley, first assistant to the 
Attorney-General of the Commonwealth 
of Massachusetts, gave a most interest- 
ing address on general economic condi- 
tions and prospects for 1934. 

P. A. O’Connell, president and 
treasurer, E. T. Slattery Co., and Massa- 
chusetts Director of the National Emer- 
gency Council, NRA, discussed the re- 
tail code, illustrating his talk with a 
chart and bringing out in detail the 
advantages of the code. 

William F. Barnard, president of 
the Hardware Associates, gave a very 
inspirational talk on cooperation. J. 
H. Williams of the Fayette R. Plumb 
Co., Philadelphia, Pa., spoke on “The 
Manufacturers’ Viewpoint On _ the 
Code.” 

Norman E. Peterson, industrial sta- 
tistician, First National Bank of Bos- 
ton, was scheduled for the luncheon 
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Announcing 


New 2-—Speed 
Cleaner 


WITH 14 IMPROVEMENTS AND BIGGER 
MARGIN FOR SALES PROMOTION ..... 


The New No. 10—coming just at a time when 
there are actually millions of worn-out clean- 
ers waiting to be replaced—is the answer to 
the demand for a fast-selling cleaner. 

























Its 2-speed motor — low speed for ordinary 
cleaning — high speed for unusually difficult 
cleaning ... and other improvements give you 
a stronger sales talk than you’ve ever had. 
These features are being nationally advertised 
in leading magazines. 


The No. 10 does a 100% cleaning job—is ex- 
ceptionally easy to handle and operate—has 
striking style and beauty. In appearance and 
features it compares with cleaners selling for 


$80.00 or more. 


Hamilton Beach discounts are always more 
liberal than the average. Now the New 
No. 10 allows you a bigger margin for sales 
promotion and profit than has ever before 
= been offered on a cleaner of this quality retail- 
NEW \. ing at the modest price of $57.50. 


N°1O0 Model ) 


Xe) | oe j COMPLETE RANGE OF MODELS AND PRICES 
S ) ] . q With the addition of the New No. 10, the Hamilton 
aR uaa r\\ a 7 - Beach line includes a cleaner for every purpose— 
ATTACHMENTS My priced to fit every pocketbook. 
No. 10—2-Speed Motor-Driven Brush..... $57.50 
No. 8—Motor-Driven Brush ............ 34.75 
ee eee eee ee 
NE I a6 Shh cna ncinabcreadaararsane acer 13.50 


Each model is outstanding in guality, performance and 
value. They are volume and profit makers. 


Order now for the spring cleaning season. 


HAMILTON BEACH MBG. CO. 
RACINE, WIS. 


HAMILTON BEACH 
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speaker, but owing to transportation 
conditions, H. B. Tabor of the General 
Electric Supply Corp. of Bridgeport, 
Conn., could not be present and Mr. 
Peterson opened afternoon session with 
an address on “Business Management.” 

Past president, Robert Russell, 
Holyoke, Mass.. conducted the Ques- 
tion Box. 

On recommendation of the nominat- 
ing committee all officers were re- 
elected as follows: ‘Harold Moore, 
Newton, Mass., president; H. S. Chad- 
bourne, Milford, Mass., first vice-presi- 
dent; Calvin M. Nichols, Dorchester, 
Mass., treasurer; Geo. A. Fiel, Boston. 


Mass., secretary, and Guy C. Small, 
Medford, Mass., assistant secretary. 

Harold E. Clark, Dover, N. H., and 
Herman Carlisle, Springfield, Mass., 
were elected to the Board of Directors. 
Other members of the board are: 
James P. Mackey, Brookline, Mass.; 
C. T. Eastman, Falmouth, Mass.; W. A. 
Thompson, Lowell, Mass.; D. S. Whid- 
den, Peabody, Mass.; J. C. Colt, East 
Providence, R. I.; Guy L. Harvey, 
Jamaica Plain, Mass.; A. E. Ogden, 
Boston, Mass.; G. W. Larrabee, Kenne- 
bunk, Me.; F. E. Loud, South Wey- 
mouth, Mass., and A. W. MacFariand, 
Wollaston, Mass. 





Soave Sets New Record 





GEO. B. HEALY 
Retiring President 


convention of the Iowa Retail 

Hardware Association, held in 
Des Moines, Iowa, Feb. 13 to 16, was 
the largest in the history of the organ- 
ization; 2040 members and guests were 
present for the meeting. Business ses- 
‘sions were held at the Hotel Savery and 
the exhibition was staged in the 
Coliseum. 

More than 400 members had regis- 
tered before the opening session con- 
vened on Tuesday morning. One of the 
principal speakers at the opening ses- 
sion was G. W. Sulley of the National 
Cash Register Co., Toledo, Ohio. With 
“Stepping Up Hardware Sales” as his 
subject, Mr. Sulley urged dealers to 
know what items make the biggest 
profits for them and to push those 
items. 

Rivers Peterson, editor, Hardware 
Retailer, Indianapolis, Ind., and the 
hardware representative of the national 
retail code authority, explained the 
benefits to be derived from the code, 
and methods of code enforcement. 

President George B. Healey, Du- 
buque, in delivering the president’s an- 
nual address, pointed out that more 


\ TTENDANCE at the 36th annual 
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PHILIP R. JACOBSON 


Secretary-Treasurer 


services were rendered members by 
the association during 1933 than in any 
like period in the history of its ex- 
istence. 

Philip R. Jacobson, Mason City, 
lowa, secretary-treasurer, in making his 
annual report, explained the activities 
of the association on, legislative mat- 
ters and the NRA. “This association,” 
he said, “is and has been unalterably 
opposed to the retail sales tax.” 

Despite the opposition voiced by the 
association, and other interests, the 
Iowa Legislature, however, enacted a 
sales tax within a few days after the 
convetnion had adjourned. 

A question box discussion under the 
leadership of J. A. Van Ness, Mason 
City, was the concluding feature of the 
Tuesday morning session. 

Mr. Peterson again addressed the 
convention at the Wednesday morning 
session, this time on “What Is Happen- 
ing to Merchandise Prices.” He de- 
clared that most of the trade’s code 
troubles and problems are coming not 
from what the NRA intended, but from 
what manufacturers have interpreted 
the NRA as meaning. He was espe- 
cially critical of price-fixing agree- 


At the Thursday morning session 
E. D. Peck, vice-president, and general 
manager, Devoe & Raynolds Co., spoke 
on “Paint as an Important Hardware 
Line.” 

At the Thursday afternoon session 
H. P. Aikman, Cazenovia, N. Y., di- 
rector, N.R.H.A., gave a very interest- 
ing talk on “Retail Salesmanship.” J. 
C. Graham of Massachusetts State Col- 
lege, followed, and brought out the 
sales possibilities of poultry supplies 
in the hardware store. 

Managing-Director H. P. Sheets 
closed the convention with further re- 
marks and interpretations of codes 





ments, as included in the provisions of 
some codes. 

E. B. Gallaher, editor, Clover Busi- 
ness Service, and treasurer, Clover Mfg. 
Co., Norwalk, Conn., spoke on “Some 
of Our Merchandising Problems Un- 
der the New Deal.” 

C. J. Whipple, president, Hibbard, 
Spencer, Bartlett & Co., wholesale hard- 
ware, Chicago, IIll., and president, Na- 
tional Wholesale Hardware Association, 
discussed “An inventory for 1934.” 
Mr. Whipple based his remarks on a 
recent survey of dealer sentiment, and 
outlined the needs of the retail hard- 
ware trade in an interesting and infor- 
mative manner. 

Other addresses were given by D. C. 
Faber, Iowa State College, Ames, I[a.; 
C. G. Gilbert, Oregon, IIL, and C. A. 
Knutson, Clear Lake, Ia., president of 
the Iowa Mutual Insurance Co. 

Mr. Gilbert presented price competi- 
tion facts as revealed by the trade re- 
lations committee of the national as- 
sociation, while Mr. Knutson discussed 
our insurance record. 

More than 120 exhibitors had dis- 
plays in the exhibition at the coliseum. 

Resolutions adopted praised the work 
of the association in code matters; pro- 
tested the Steel Code, and recommended 
a revision to provide fair treatment to 
independent dealers; and protested the 
practice of some manufacturers who sell 
surpluses to syndicates at low prices. 

Louis L. Hill, Postville, was elected 
president to succeed George B. Healey, 
Dubuque, Ia., who presided at the meet- 
ing. Harry Vieth, Oakland, was elected 
vice-president to succeed Ernest H. 
Fabritz, Ottumwa, and A. R. Sale, for 
many years the organization’s secretary, 
was reelected financial secretary. Philip 
R. Jacobson, Mason City, continues as 
secretary-treasurer. 

Those named to the Board of Direc- 
tors were: Charles Jensen, Graettinger, 
(reelected); Ernest H. Fabritz, Ot- 
tumwa; J. A. Van Ness, Mason City, 
(reelected), and Harry Jacobs, Daven- 
port. 

Des Moines was chosen as the 1935 
convention city. 
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PrcMost COMPLETE LINE 
of SCYTHESTONES 






NORTON 





DO NOT PLACE YOUR ORDERS FOR 
SCYTHESTONES UNTIL YOU 
HAVE SEEN THIS LINE ~ 





A SHAPE, SIZE AND PRICE FOR EVERY CUSTOMER 
ELECTRIC FURNACE ABRASIVES . VITRIFIED BOND 
ALSO NATURAL GRITS 
IN DISPLAY PACKAGES AND IN BULK 


SEVEN LEADERS IN The only complete range of shapes, sizes, prices and grits. 18 
ATTRACTIVE DISPLAY BOXES 


stones, retailing from 10c to 35c¢ and 4 Assortments assure a selection to 
suit the needs of every user. Colorful, attractive counter display boxes keep 
the seven leaders constantly before your customers reminding them that 
Seythestones make excellent knife sharpeners and are perfect edge-makers 
for all Farm and Garden Tools. 


3 STONES MADE OF NORTON CRYSTOLON ABRASIVE 


A most popular number for your customers who are looking for 
a fast-cutting scythestone that will give a sharp, keen edge easily and quickly. 
Made in three weights and shapes to retail at 25c, 30c and 35c, each. The 
counter display will stop many Householders by its message about sharpening 
Kitchen Cutlery. 


2 STONES MADE OF NORTON ALUNDUM ABRASIVE 


A tough, long wearing electric furnace abrasive that produces a 
wonderful edge for practically all mowing conditions. The two shapes and 
weights retailing at 20c and 25e each enabje you to offer your scythestone 
users an outstanding value. These stones, too, in their attractive display box, 
will appeal to your trade as economical, household knife sharpeners. 


2 FAMOUS NATURAL GRIT STONES 
BLACK DIAMOND is a name known to scythestone users for 
many, many years. This old favorite, retailing at 20c, is a most profitable 
item to have in your line. 
INDIAN POND has been a popular scythestone since 1823. At 
15e, this natural grit stone is a remarkable value, both as a scythestone and 
as a kitchen knife sharpener. 


SCYTHESTONES ARE 11 NATURAL AND ARTIFICIAL STONES packed in plain car- 


EXCELLENT CUTLERY tons or boxes, and retailing at from 10c to 35c, enable 
SHARPENERS the Hardware Merchant to make any selection of 


size, shape, grit or price suitable to his own 












* 
DISPLAY THEM EVERY DAY trade requirements. In this group, are many 
old favorites that have stood the test of time. 
IN THE YEAR 





BEHR-MANNING - TROY, N. Y. and BRANCHES 


Manufacturers of Quality Coated Abrasives Since 1872 
Sales Representatives in the United States for NORTON PIKE PRODUCTS 
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Ohio Dealers Hear Price Fixing Criticized 
At Fortieth Annual Convention 





DONALD W. MITCHELL 
Retiring President 


TRONG criticism by speakers of 
manufacturers who have boosted 
prices “beyond reason,” a stand 

against a retail sales tax, and election 
of officers, marked the close of the 40th 
annual convention of the Ohio Hard- 
ware Association held at the Deshler- 
Wallick Hotel, Columbus, Ohio, Feb. 
20 to 23 inclusive. 

Roy A. Chandler, Sylvania, a suburb 
of Toledo, is the new president of the 
association, succeeding Don W. Mit- 
chell, Ashtabula. Paul B. Sweger, 
Lima, was named vice-president. New 
directors are J. W. Bonefeld, Zanes- 
field; J. Roger Williams, Columbus, 
and Stephen Vallery, Waverly. Other 
members of the board are: M. A. Jen- 
sen, Niles; J. P. Bailey, Lockland; H. 
F. Stotyer, Archbold; Frank J. Pekoe, 
Jr., Cleveland; George R. Hoffman, 
Toledo, and Don W. Mitchell, Ashta- 
bula. 

Opposition to a State retail sales tax 
was evidenced in anticipation that the 
issue will be settled in the State Leg- 
islature within the next 90 days. The 
protest against the tax, now used in 17 
other States, was voiced because mem- 
bers are of the opinion that the burden 
will be upon retailers who cannot stand 
the added tax. 

Prominent among the speakers were 
Rivers Peterson, chairman of the Na- 
tional Retail Code Authority, and edi- 
tor, Hardware Retailer, Indianapolis, 
Ind., and E. B. Gallaher, editor of 
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ey 
JOHN B. CONKLIN 


Secretary-Treasurer 





ROY A. CHANDLER 


President 


Clover Business Service, and treasurer, 
Clover Mfg. Co., Norwalk, Conn. 

Mr. Gallaher called high price fix- 
ing by manufacturers “unwarranted 
and a racket.” Mr. Peterson declared 
they were greedy and “unwilling to 
play fair” under the NRA, and con- 
tinued by saying in part: “Open price 
agreements are in practically every 
code, I think we retailers are inclined 
to believe all agreements are price 
fixing measures. 

“Manufacturers had a chance to be 
tested under the provision. Had they 
put on an increase to take care of in- 
creased costs, plus a reasonable profit, 
they would have had a case showing 
that by loosening of anti-trust laws 
they could make profit and would not 
take advantage of the public. 

“Price fixing agreements, however, 
have the tendency to produce monopoly. 
Where prices are all the same, business 
will drift to the largest producers in a 
given line and that won’t go so well 
with the small manufacturer. 

“Price advances made, however, have 
exceeded requirements of industry. 
Manufacturers can’t expect to recover 
all lost in the last three years in a short 
time and that’s exactly what they are 
trying to do. 

“If I were a retailer on these prod- 
ucts on which prices have advanced 
tremendously I would be extremely 
cautious in placing orders. Buy from 
hand to mouth, because, I believe, we 


will again see prices coming down.” 

Mr. Gallaher said: “Practically 
every manufacturer in the country 
could have absorbed these additional 
men and expenses without raising 
prices. Generally speaking, industry 
assumed it could raise prices to the 
limit the traffic would bear.” 

He cited examples where increases 
have been from 75 to 135 per cent, and 
declared “the increases are unwar- 
ranted and nothing but a racket.” 

A brief address by Governor George 
White was a feature of Thursday’s ses- 
sion. Other convention speakers in- 
cluded H. Elton Pease, advertising con- 
sultant of Chicago, who urged better 
merchandising methods and suggestive 
selling; George V. Sheridan, executive 
director of the Ohio Council of Retail 
Merchants, who urged continued op- 
position to sales tax legislation; A. E. 
Herrnstein, Chillicothe, member of the 
National Retail Code Authority, who 
discussed code matters, and Ralph W. 
Carney, sales manager, Coleman Lamp 
and Stove Co., Wichita, Kans., who 
gave a demonstration of a most effec- 
tive plan for selling automatic electric 
irons. 

Geo. M. Gray presented the report 
for the Ohio Hardware Mutual Insur- 
ance Co., and two question box ses- 
sions were in charge of H. F. Stotyer 
and J. P. Bailey. 

One of the outstanding features of 
the convention was the exhibition in 
Memorial Hall, in which 80 exhibitors 
took part. The show was open to the 
public for one evening. 

The entertainment program included 
a dance and card party in the Deshler 
Ballroom on Wednesday evening and 
a reception and dance on Thursday eve- 
ning in honor of the new president. 
The ladies entertainment committee, 
under the chairmanship of Mrs. Wyatt 
L Milliken, provided for a number of 
enjoyable social events for the ladies 
of the convention. 

James B. Carson, veteran former sec- 
retary of the association was missing 
from the convention. He resigned last 
April because of ill health and is now 
in St. Petersburg, Fla., although he 
resides in Dayton, Ohio. 

John B. Conklin, who succeeded Mr. 
Carson as secretary-treasurer, main- 
tains his office at 175 S. High Street, 
Columbus, Ohio. 
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Product and Package 


ATTRACTIVE CARTONS THAT HANDLE BETTER and STACK BETTER 





Competition— 


Don’t Invite 
—Let us Help You Eliminate It! 


HOLLAND ATTRACTIVE CARTONS enable you to hold your old 
customers against cheap competition and to make new customers 
among prospects who are pretty well fed up on ordinary merchandise. 


ALL SIZES AND STYLES OF TACKS CAN BE HAD IN THESE ATTRACTIVE 
CARTONS, PACKED 100 DOZEN (150 LBS.) TO A SHIPPING CASE. 


AUTOMOTIVE RIVETS 
GALVANIZED TACKS 


CARPET TACKS 
UPHOLSTER TACKS 


CUT TACKS COPPER TACKS 
WIRE TACKS DOUBLE POINTED TACKS 
SHOE TACKS GLAZIER POINTS 


COBBLERS NAILS TINNED TACKS 

REPRESENTED BY 

N. —. DRAZEN, 253 Broadway, New York, N. Y. 

J. F. KRIEL, Jr., 3501, Walbrook Av., Baltimore, Md. 

WM. H. ALLSBROOK CO., Emerson Tower Bldg., Baltimore, Md. 

CAVERT, LIPSCOMB & MILLER, Nashville, Tenn.; Dallas, Texas. 

PHIL S. ZIPKIN, 519 Marion Bldg., Cleveland, Ohio. 

F. D. WINTER, 1802 Bayard Place, Jacksonville, Fla. 

J. T. ROWNTREE, Inc., Los Angeles, Cal.; Seattle, Wash.; Portland, Ore.; Denver, Colo.: 
Salt Lake City, Utah. 


THE HOLLAND MFG. 
BALTIMORE, MARYLAND 


COMPANY 


HOLLAND BOXES offer exceptional at- 
tractiveness and sales value. The front of 
the carton presents a neat appearance and 
is easily readable. The entire surface of 
the box is varnished to protect the contents 
from dampness and to eliminate any ac- 
cumulation of dust or dirt. 
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Letters to « 





A Suggestion for Clearing Up Unpaid Accounts and Bringing 
Customers Back to Trade 


Lititz, Pa.—As a hardware salesman, 
I have naturally been interested in see- 
ing the merchants I call on success- 
fully compete with chain stores and 
mail order houses. It is a known fact 
that a consumer does not generally 
patronize a merchant to whom he owes 
an old debt. One of my customers 
overcame this handicap by canceling 
some of the old accounts he never 
expected to get anyhow. However, 
while this plan was fairly successful, 
it occurred to me that it could be 
greatly improved upon. 

If a merchant were to take all his 
book accounts back of Jan. 1, 1933, and 
make a personal call on each man 
owing him, with an urgent plea to have 
him settle for same, he would naturally 
receive a hard-luck story from all of 
them. Then, he would suggest to them 
that if they would be interested in 
working off the account he would be 
glad to outline his plan. It would 
simply be that the customer would be 
credited with ten per cent on every- 
thing he bought from that time on. 
This ten per cent would be recorded in 
a separate book and at the end of each 
month a statement of the old account 
would be mailed, less the credit for 
merchandise bought that month. 

As an example: Jones owes the 
City Hardware Co. $50 since 1931. 
For the past year or more he has care- 
fully avoided this store, as well as the 
other independent merchants he is in- 
debted to. The chain-store and mail 
order house has been his chief source 
of supply since his credit is gone. 
Naturally he wants to pay the City 
Hardware Co. bill, but his present in- 
come will not permit this. Then he is 
offered this opportunity of working off 
this debt by simply dealing there. It 
would be a wonderful thing for him to 
get his statement every month and see 
it become less every time without any 
effort on his part. 

Now, as to the merchant’s willing- 
ness to allow this extra discount, there 
are many who would rather wait in- 
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definitely for their money than share 
their profits with the many unfortu- 
nates in their community. Keeping in 
mind that this is the only way he can 
get his bad pay customers back in the 
store, he would surely be ahead of the 
game after the accounts would be can- 
celled. And then, most important of 
all, he would have the customer in the 
habit of buying everything in his store 
and should have no trouble in hold- 
ing him. 

I don’t know if this has ever been 
tried or not, but can see no reason why 
it should not work out, and you can 
use it for what it is worth. 


H. M. EsBerty. 





Wants Reprints of 
T.V.A. Story 


CHATTANOOGA, TENN.—I recently 
saw your article entitled “Ten Million 
Dollars for Electrical Appliances” 
which was published in the Jan. 4 issue 
of HarpWARE AGE. 

We would like to circularize these to 
a number of retail stores in the ter- 
ritory affected and are wondering if 
it would be possible for us to secure 
about 200 reprints of this article. We 
would greatly appreciate your courtesy 
if you are able to furnish these. 

C. W. Bickers, Asst. Treas., 
James Supply Company. 

(Mr. Bickers has his reprints. Other 
readers may obtain reprints of this 
story as long as our available supply 
of these lasts.—Ed.) 


Code Services Alone Worth 
the Subscription Price 


GREENVILLE, Miss.—Aside from the 
many other attractive features of your 
magazine, the services on codes alone 
are well worth a subscription. We are 
enclosing remittance for which please 
enter our name for one year’s subscrip- 
tion. 

We enclose stamped envelope and 


the Editor 


will appreciate your sending us three 
copies of the Wholesale Code. Any 
other charges will be gladly remitted 
on receipt of advice. 
Henderson & Baird Hardware Company. 
(Extra copies of the wholesale code, 
the retail code and the fabricated 
metal products code are available to 
retailers upon request. More than 1000 
requests for 2500 copies of the whole- 
sale code have been handled by Harp- 
warE AGE since the publication of the 
official code in the Jan. 18, 1934, is- 
sue.—Ed.) 


Church Article Represents 
Good Sense, Says Koepke 


Corpus Curisti1, Tex.—I am writing 
you because I want to compliment you 
on the good judgment you displayed 
when you published the article on page 
47 of the Feb. 1 issue of HARDWARE 
AcE entitled “The Independent Dealer.” 
This is a mighty fine article and writ- 
ten in a clear understandable way. 
Every hardware dealer in the United 
States should read it. We have called 
it to the attention of several of our 
customers and we are calling it to the 
attention of our salesmen. 

This man Church has done a good 
job of clear thinking and we like to 
see an article of this kind appear in 
print where people can read it who 
should read it. 

Oscar J. Koepke, Secty.-Treas., 
Corpus Christi Hardware Company. 


Wholesale Code 
Not Explicit 


FREDERICKTOWN, Onto — Believing 
the Wholesale Code is not sufficient nor 
explicit I would like to suggest a cam- 
paign through the Harpware AGE in- 
sisting on classification of business. 

For the Code of Fair Competition 
there appear only three divisions, viz.: 
Manufacturers — Wholesalers — Re- 
tailers. 

Let the mail order, chain stores 
and all others be placed in the code 
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according to the position they repre- 
sent, and then see that the code is en- 
forced. 

Let the chips fall where they may. 

Hosack Hardware Store. 

(It is assumed the supplemental code 
for hardware wholesalers will improve 
this situation or at least make an effort 
toward this end.—Ed. ) 


Bill Graham Is Optimistic 


New York City—Yes, I am about 
to enter another year with the Harp- 
WARE AcE, and I am enclosing my 
check and also congratulations for your 
expression of optimism. I surely agree 
with you: business, though quiet at 
present, does look a little brighter. 
and to say the least, the days are one 
hour brighter now since the entrance 
of the New Year. 

Perhaps I am not quite as optimistic 
as you and many others are, although 
I feel satisfied with small improvements 
without waiting for that 100 per cent, 
but not until now have I had such 
great hopes as the three billion dollars 
that have been spent by Secretary Ickes 
or at least distributed to the various de- 
serving enterprises, and something 
should now show up in other lines be- 
sides picks, shovels, and wheel bar- 
rows, etc. Improvements in my line 
depend mostly on building and build- 
ing alterations. But I am still cheerful 
and enjoy a good joke. 

Yours for that big business uplift we 
are looking for, , 

Wo. J. Grauam, Sales Manager, 
Francis Keil & Son, Inc. 





Urges That Invoices Be Sent 
Promptly by Wholesalers 
and Manufacturers 


Satamanca, N. Y.—Just what is the 
great difficulty with a great many man- 
ufacturers and jobbers in respect to 
the fact that they cannot get their in- 
voices to customers without an unrea- 
sonable delay? 

It seems that within the past four 
years a very injurious practice has 
been in force (whether unknowingly 
or unthinkingly) in following through 
the completion of a purchase; in that 
the invoices to the retailer have been 
delaved after receipt of goods from 
three to ten days. With a great many 
retailers buying goods by mail as they 
are needed there is usually one or two 
items that are on special order, and 
when so received are desirous of im- 
mediate delivery; in many instances 
with request for payment. Now the 
customer wants his merchandise, the 
retailer wants his money, and the man- 
ufacturer or jobber is holding up the 
transaction by not getting out his in- 
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voice perhaps for several days after 
delivery is started. It should be pos- 
sible for the bill to be sent out at least 
the day following shipment so that 
goods can be quickly priced. It is 
hard enough to sell merchandise now- 
adays without having to wait a week 
or so after their receipt to see how 
much to charge for them, especially so 
in these times of price changes. For 
example: ten days before Christmas an 
electric appliance was ordered from a 
jobber. Have written twice for the 
invoice and asked representative once 
to have bill sent. It has not been re- 
ceived yet. One manufacturer of night 
locks sends their invoices out seven 
days after we get the goods. A cylinder 
lock set, special order, received from 
manufacturer Jan. 21. Ordered Jan. 
14, and at this writing, Jan. 24, no in- 
voice received as yet and customer 
wants to pay as he is going out of 
town. Stove manufacturers are also 
great offenders in this business, re- 
garding their repairs, and the majority 
of them won’t answer letters unless two 
or three requests are made. 

Perhaps a few words from your trade 
magazine may develop a cure for this 
practice, and if the excuse is lack of 
office help, maybe a job or two created. 

H. F. McCann, 
H. F. McCann Hardware. 

(Mr. McCann’s request is both rea- 
sonable and sensible. A great many 
wholesalers advise us they sent invoice 
memos with the shipment of the goods. 
Certainly, failure to answer business 
correspondence from customers is a 
cardinal sin in business as well as dis- 
courteous.—Ed. ) 





Rather Have Hardware Age 
Than Any Other Paper 


Brewster, Kan.—Inclosed find check 
for two dollars to extend our subscrip- 
tion to Harpware AGE for two years. 
We would rather have the HARDWARE 
Ace than any other trade magazine we 
take. 

Homer Lewis, 
Lewis & Sons. 


Gringer Agrees with Sussman 


New York City—We read the ar- 
ticle, “The Forgotten Man,” by A. Suss- 
man of Brooklyn, New York, and we 
heartily agree with him. 

We suffer under the same unfair and 
unethical tactics by the so-called whole- 
saler, distributor and jobber selling re- 
tail over the counter to the consumer. 

If the retailers of the metropolitan 
district would organize, we would 
surely do away with these unfair 
methods. 

Harry GRINGER, 
Philip Gringer & Sons, Inc. 


Re: Bank Credit 


Brooktyn, N. Y.—A considerable 
amount of grumbling and sharp criti- 
cism regarding failure of the banks 
to cooperate with Washington and the 
business man, and their seeming in- 
difference to their ability to help, is 
heard daily. 

However, in spite of all sharp criti- 
cism, the percentage of merchants who 
will place their comments in a letter 
and forward it to the proper party 
seems to be very small 

Several newspapers have recently 
published statements made by lead- 
ing bankers to the effect that banks 
are now lending and helping, and to 
offset this apparent untruth, and to 
make the merchants’ complaints loud 
enough to reach the proper party, and 
to further encourage Representative 
Hamilton Fish,- whose bill No. 7660, 
which tries to overcome this condition, 
is now being considered by the Com- 
mittee on Banking and Currency, it 
occurs to me that many thousands of 
small merchants should be sufficiently 
interested to mail a short and simple 
statement where their consolidated 
complaints will do some good. 

This can either be forwarded to 
Washington, or better yet, to the office 
of the Harpware AcE where they can 
be forwarded in bulk to the proper 
Washington authorities. 

A suggested simple form follows: 


I have been in business years. 
I formerly borrowed $ from 
my bank. 


This amount enabled me to pay my 
bills reasonably prompt. 

It also allowed me to carry a complete 
stock. 

My bank now refuses any loan what- 
ever. 

This has forced me to reduce my in- 
ventory and to stop buying anything 
but necessities. 

This practice has caused me to lose 
many sales on account of items out 
of stock. 

I believe this forces my friends and cus- 
tomers to my unfair chain store com- 
petitors. 

A loan as small as $ would 
permit me to restock, do more busi- 
ness and pay my bills within a rea- 
sonable time. 

This amount has been refused even 
though I have a sound business. I 
am in good standing with a perfect 
record and have 

more 
twice the 
three times the 


assets to my 

liabilities 

iio, SNe oat er? sie 
H. K. Hays, Present, 
Shane & Hays, Inc. 
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Competitive Pricing and the 
Article, by H. A. Church 


Cepar Grove, N. J.—There is one 
additional thought, hidden like some 
priceless gem in pay dirt, in the ad- 
dress of Mr. H. A. Church to the Chi- 
cago Retail Hardware Association and 
so ably reported in Feb. 1 issue of 
HarpwareE AcE under the title “The 
Independent Dealer.” 

It is the inference he draws in clos- 
ing that independents do not amply 
price their goods and the statement 
that few of us know the current price of 
even well known and advertised prod- 
ucts. 

Regardless of the “two times prime 
cost” system you can stand at the show 
window of almost any chain store and 
jot down prices of articles that can be 
purchased in the independent dealer’s 
store equally advantageously or for 
less. Nine times out of ten, where the 
independent’s price is higher the quality 
is so substantially better as to make 
the article a genuine bargain. 

Under the supplemental codes and 
the trade association’s discount differen- 
tials it is now possible for the inde- 
pendent to purchase of his local dis- 
tributor standard merchandise on which 
the chains cannot undersell him and 
stay in business. But, Mr. Church hits 
the nail on the head when he says ad- 
vertising has lagged under the “two 
times prime cost” system and it is not 
liable to pick up appreciably until a 
thorough promulgation of the codes and 
their ultimate benefit to wholesalers and 
independents has been made by man- 
ufacturers’ representatives. Until the 
manufacturers begin to benefit from the 
codes. 

Meanwhile, advertising prices should 
be done at the points of purchase, in 
the windows and on the sales floors 
of the retail stores. Truly, a contrast 
of methods in merchandising between 
the chains and the independents finds 
an organization attuned to the psy- 
chology of presentation and sales on 
one hand and the old fashioned meth- 
ods of 50 years or more ago on the 
other. 

It is utterly amazing to find in many 
neighborhood stores goods priced as 
to cost only and the markup and resale 
price to be had only upon inquiry and 
after thoughtful computation and de- 
liberation by the clerk or proprietor. 
In localities where trade comes auto- 
matically or out of habit or necessity 
to the independent, this system may 
have the earmarks of barter or bargain- 
ing that suits the personal pride of 
rural folk in feeling they can always 
“be treated right at John Smith’s,” but 
what about the many who are unac- 
quainted with John and his practices 
of fairness in markup? 
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Truly, Mr. Church hit upon a vital 
factor in merchandising when he urged 
independents to price their goods and 
to this can only be added the sugges- 
tion for better correlation and display 
in presentation. 

CourtLanp B. SHaw. 


Montana Association Uses 
1934 Resolution from 
Hardware Age 


Jorvan, Mont.—In a letter which we 
have mimeographed and sent to all of 
our Association members we make the 
following statement: “We believe a 
resolution for 1934 as published in 
Harpware AGE Dec. 21, 1933, would 
be a good resolution for all our As- 
sociation members,” and we enclosed a 
copy of this resolution to our mem- 
bers. 

Will you please advise the writer if 
this is permissible and satisfactory to 
Harpware Ace. This will not be mailed 
out for at least a week yet. 

S. C. West, President, 
Montana Hardware & 
Implement Dealers Assn. 


(HarpwareE AGE is always happy to 
be of service and welcomes the further 
distribution of the “1934 Resolution” 
by J. A. Warren in the Dec. 21, 1933, 
issue.—Ed. ) 


Not All Life Insurance 
Representatives Nuisances 


Boston, Mass.—As a representative 
of the Equitable Life Assurance So- 
ciety, | am interested in the compliment 
you pay our profession in your editorial 
article in the Feb. 15, 1934, issue of 
HarpwareE AGE—you do appreciate us 
as a group of go-getters! 

Hard as the life insurance companies 
were hit by the depression, the chances 
are that, when normal conditions are re- 
stored, they will appeal to more millions 
that ever before. The swing-back has 
begun already. The Association of Life 
Insurance Presidents reported an in- 
crease in January of new, paid-for life 
insurance over a year ago, and an in- 
crease in industrial insurance also. 

It required a severe depression to 
educate some people to the immense 
benefits of life insurance. Many found 
it their refuge in the storm. They bor- 
rowed on their policies, without any 
difficulty and at a reasonable rate. 
Many others, realizing that if they 
should die during the depression, their 
families would not have a sufficient es- 
tate in the depressed condition of the 
security market, protected themselves 
temporarily by taking out additional 
insurance. Presumably much of this 
new insurance will be retained indefi- 


nitely. The people who were saved 
from disaster by the loans from the in- 
surance companies must surely have an 
even kindlier feeling toward them than 
before. 

I cannot believe that upon your sober 
reflection that you will wish to place 
all life insurance representatives in the 
nuisance class, but instead will ap- 
preciate that they are as a class a 
group of intelligent, well-trained, ser- 
vice representatives in a most whole- 
some profession. 

F. ALEXANDER CHANDLER. 


(1 am fanatical about insurance and 
am heavily loaded at present. My ob- 
jection to insurance selling methods in- 
clude—subterfuge practiced to get in 
my office; tirade against policy and 
company I do business with; the “wid- 
ows and orphans” scare and the general 
inference that I was dumb when | 
bought the insurance I now hold. After 
high pressure methods fail the insurance 
agent asks that his same offensive tactics 
be made available to my best friends. 
through a list I am asked to furnish. 

Ed. ) 


On Cash Discounts 

EurauLa, ALa.—My observation and 
business experience leads me to be- 
lieve the manufacturers who have 
adopted the one-half of one per cent 
cash discount terms are making a seri- 
ous mistake. 

“Train a child in the way it should 
go and try to keep it going that way.” 

The two per cent cash discount has 
become a custom that will be hard to 
change. It began for the purpose of 
encouraging prompt payments which 
is very essential in the success of the 
debtor as well as the creditor. 

Anything that discourages prompt 
payment is certainly not good business 
on the part of the seller and neither is 
it good for the buyer for the reason 
that one-half of one per cent is not 
enough to induce promptness and he 
takes the full time allowed. Bills pile 
up on him, he finds it necessary then to 
take more time on some of them and 
the result is carelessness and procras- 
tination about paying everything. 

If this policy is adopted to any great 
extent the final result, in years to come, 
will be a nation of poor payers among 
the business interests. Apparently it is 
a little thing, but a scratch can make 
a cancer. 

To my mind an increase in prices 
sufficient to make universal a cash dis- 
count of five per cent for prompt pay- 
ment would be better, make business 
healthier and grow stronger from year 
to year and help prevent depressions 
caused mostly by debts. 

W. Atton Cuirton. 
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This is the 
Ist Prize Brown Trout 
in the Field and Stream 
National Fishing Contest 














—and this is the land- 
ing net with whieh it 
was brought in 








Lo — —— 
ae | 
Ye 16 pounds, 9 ounces’ | 
ek of struggling game | 
BS oe Bt 
H-I Meg fish is not so easy to 
Ideal Py? land. The net must 
Landing be equal to sudden 
— twists and whipping 


action. Yet it must be light and well balanced, 
for quick manipulation. H-I “Ideal” and | 
“Mohawk” Landing Nets have those qualities. 
es . ° P | 
This is a good example of the skill that is ap- 
plied to the design and manufacture of each 
and every item of H-I Tackle. Rods, reels, 








lines, lures. baits, creels, nets, and accessories 
—you can be sure that they will please your 
customers if they are made by 


HORROCKS- 
IBBOTSON CO. 


DEPT. 8, UTICA, N. Y. 


Vanufacturers of the most complete 
line of fishing tackle in America. 





Are you entered in the H-I Window Dis- 
play Contest? Write for details. 
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/he 7 realest 
CYCLING IMPROVEM ENT 


Since the invention 
of the SAFETY BICYCLE -- 


COLSON 
2-SPEED 
BICYCLES 





THE Hi-Lo Drive, an exclusive Colson develop- 

ment, gives cycling a new thrill and the dealer a 
compelling sales argument over any other vehicle. 
Like an auto, the new Colson Bicycle has a gear 
shift that permits the cyclist to surmount steep 
hills easily and to keep going through sand or 
mud where the rider of an old fashioned bicycle 
has to alight and walk. 


Gear shift lever on head has sure and easy action. 
Strong, correctly designed stub gears withstand 
every strain. Device amply tested in service. Be 
the first in your community to offer the new 
Colson and reap the profits of the newest cycling 
vogue. 7 


There is a new Colson catalog describing this strik- 
ing advance and showing a wide variety of styles 
and sizes. Send for your copy. 


THE COLSON CO., ELYRIA, OHIO 


O 





BICYCLES AND CHILDREN’S VEHICLES 
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The next issue of the Pasates 
and Directory Number of Har 
worn. ge will be published Sept. 
27,1934. Itis a condensed cata- 
log a manafacturers of hard- 
ware and kindred merchandise 
in one handy volume for ready 
reference. 


Hamitton, Ont., Canapa: Supply 
address of the Jones Spring Co., manu- 
facturers of an assortment of springs 
for the retail trade—Reeves Hard- 
ware. 

ANSWER: W. B. Jones Spring Co., 
809 Walnut St., Cincinnati, Ohio. 

* * + 

FinpLtay, Oxnto: Who makes the 
Speedway electric groover?—The 
Brobst-Eckhardt Co. 

ANSWER: Speedway Mfg. Co., Cic- 
ero, II. 

* — 7. 

Emporia, Va.: Provide name and ad- 
dress of the manufacturer of Wizard 
belt dressing —W. T. Tillar & Co., Inc. 

ANSWER: Richmond Belt Dressing 
Mfg. Co., Richmond, Va. 


+ + * 


Who makes 
Grove 


Cottace Grove, ORE.: 
the Upressit jar cap?—The 
Hardware Co. 

ANSWER: Upressit Products Corp., 
420 Lexington Ave., New York City. 


* + 


San Antonio, Texas: Furnish ad- 
dress of the Presto Gas & Mfg. Co., 
manufacturers of fittings and hollow 
wire for gasoline pressure stoves.—Wm. 
Van Hoogenhuyze Hardware Co., Inc. 

ANSWER: 2441 N. Western Ave., 
Chicago, II. 


*» *# 


NELSONVILLE, OHI0: Who makes 
Cactus furniture polish?—Cable Co. 


ANSWER: L. M. Thornton Mfg. Co., 
Kansas City, Mo. 
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same articles, 


28, 1933. 


tion or issue. 


Geneva, Onto: Where can we ob- 
tain repairs for a Spencer shotgun?— 
Briggs Hardware Co. 

ANSWER: _Crescent-Davis 
Corp., Springfield, Mass. 


* 2 


Arms 


FaYeTTeviLLe, N. C.: Who makes a 
portable cross-cut saw operated by a 
gasoline engine for use in the woods?— 
Huske Hardware House. 

ANSWER: Ottawa Mfg. Co., Ottawa, 
Kan. 


ese ¢ © 


New Rocnetite, N. Y.: Provide 
names and addresses of several manu- 
facturers of dog kennels.—A. Librett, 
Inc. 

ANSWER: E. F. Hodgson Co., 1108 
Commonwealth Ave., Boston, Mass.; 
E. C. Young Co., Randolph, Mass., and 
Builders Woodwork Co., 201 N- Fifth 
St., Burlington, Iowa. 


* #:' 
Mattituck, N. Y.: Who makes 
lead seals having an attached wire? 


—W. V. Duryee. 

ANSWER: Chicago Expansion 
Bolt Co., 133 So. Clinton St., Chi- 
cago, Ill.; Metallic Seal Co., Irving- 
ton, N. J., and the J. L. May Co., 11 
W. 18th St., New York, N. Y. 


* * * 


Zion, ILt.: Who makes the Illinois 
ice refrigerator?—Zion Department 
Store. 

ANSWER: Illinois Refrigerator 
Co., Morriston, III. 


* + * 


Rockaway Beacnu, N. Y.: Who 
makes mop yarn as used by roofers 


Who Makes It? 


Information regarding sources of supply as provided readers 
of Hardware Age by the Who Makes It? Editor is here pre- 
sented as an aid to others in the trade who may be seeking the 
The inquiries reproduced have been selected be- 
cause of their general interest to hardware merchants and buy- 
ers. This editorial feature in each issue supplements the ser- 
vice rendered by the “Who Makes It?” issue published on Sept. 
When writing to the firms mentioned, state that you 
saw the product listed in Hardware Age “Who Makes It?” sec- 


for spreading hot asphalt?—Wm. 
Szerlip’s Sons, Inc. 


ANSWER: Wm. E. Hooper & 
Sons Co., 3502 Parkdale Ave., Balti- 
more, Md.; Mt. Vernon-Woodberry 
Mills, Inc., Continental Bldg., Balti- 
more, Md., and Massasoit Mfg. Co., 
Fall River, Mass. 


* * * 


Newport News, Va.: Who makes 
the Red Cloud lawn mower ?—Rosen- 
baum Hardware Co. 


ANSWER: Pennsylvania Lawn 
Mower Works, Primos, Delaware 
County, Pa. 


* * * 


SUSQUEHANNA, Pa.: Who makes 
an electric pencil for writing on 
wood ?—E. K. Owens Hardware Co. 


ANSWER: Post Electric Co., 7 E. 
4Ath. St., New York, N. Y. 


* * * 


RuTLAND, VtT.: Provide name and 
address of the manufacturer of the 
Vulcan ironer.—The Tossing & 
Spencer Co., Inc. 


ANSWER: Vulcan Mfg. Co., 2006 
Wyandotte St., Kansas City, Mo. 


* * * 


New York, N. Y.: Provide ad- 
dress of the Cunningham Corp., 
makers of an inexpensive, faucet 
type, water softener.—Smith Kirk- 
patrick & Co., Inc. 


ANSWER: Cunningham Products 
Corp., 153 Lafayette St., New York, 
N. Y. 
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Floors 9 Rugs and 
Carpets 


The Ball Bearing Ball Caster 


Armes, with the ball bearing feature, 
save floors, rugs, carpets. They roll 
easily, smoothly, quietly, in any direc- 
tion without effort. Real protection 
for all floors and floor coverings. 





Roll an Arme on the Counter 






A demonstration makes a sale and 
sales build profits. Hardware mer- 
chants everywhere stock and sell this 
very profitable item. 





THE ScHATZ MANUFACTURING Co. 
POUGHKEEPSIE, N. Y. 


i | 
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YEARS OF 


QUALITY 


1934 marks the Frantz Manufacturing Company’s 
25th anniversary. There’s a real thrill in looking 
back over a quarter of a century and finding so 
many dealers who have been loyal through all the 
years. In 1909 the Frantz “line” was made up of 
two items. Today it is comprised of hundreds of 
exclusive, fast selling specialties. Frantz dealers 
have made this progress possible and Frantz is 
grateful. The policy of “quality first’ has proved 
its worth. 


FRANTZ MANUFACTURING CO. 


Sterling, [linois 





FRANIZ 


Guaranteed BUILDERS HARDWARE 
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What's Ne 


for Retail 


Hardware Stores 


“Red Hot” Electric 
Soldering Iron 


Having a suggested retail selling price of 
39c. complete with cord and plug and 6-in. 
piece of solder in an attractive three-color 
box. Cperates on 110-120 volts A.C. o1 
D.C.45 watts. Heating points of high 
grade, hard-drawn electrolytic copper, 98 








per cent pure. Handle of colored, lacquered 
hard wood. Heating elements of tected, pure 
nichrome wire, asbestos insulated. Offered 
for household, radio and electrical soldering 
jobs. Money-back guarantee. Dealer cost 
$3.25 per dozen, $26.00 per hundred. So-Lo 
Works. Electrical Div., Cincinnati, Ohio. 


Westinghouse Offers 
“Right Light” Meter 


Of pocket size, for measuring light in 
tensities and making illumination surveys. 
requires but a few seconds to check light- 
ing conditions at any point, since dial is 
marked in foot candles with zones denoting 
minimum amount of light needed for spe- 
cific types of work. Uses new Westing- 
house Photox cell, recently developed photo- 
voltaic cell, which changes light directly to 
electric current without auxiliary electrical 
supply. Cell and microammeter which 
measures cell current are mounted together 
in neat moulded case. Cell hinged to pro- 
tect it from breakage and protect instru- 
ment di-l] and cell when unit is not in use. 
Meter has se le length of 1.8 in. divided into 
50 divisions. Scale accurately calibrated 
in foot candles and into sections indicating 
minimum amount of light considered satis- 
factory for various kinds of work and con- 
ditions. Instrument is a sensitive micro- 
ammeter of new design made to withstand 
severe portable service. Cell consists of 
lise of copper oxide on copper, properly 
aged and treated to stand long use without 
aging or changing calibration, says the 
maker. Hinged cover permits swinging 
photocell to a position 90 degrees from in- 
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New and Improved Merchandise— 
Display Helps—Sales Liter ature— 
Window Trims— New Packages 
—New Colors—New Deals— 
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bow 


strument dial. in which position meter may 
be used for horizontal surveys of light in- 
tensity. an operation difficult to perform 
if photocell is fixed in plane of instrument 
dial. In measurement of illumination on 
desks, ttbles, work benches. etc., hinged 
photocell permits accurate indications with- 
out error due to shading of photocell by 
observer. This is accomplished by reading 
instrument along horizontal while cell is 
directed to the vertical. Entire unit of con- 
venient size so it may be held in hand and 
directed to various parts of room, obtaining 
readings of intensities trom all directions. 
Westinghouse Electric & Mfg. Co.. E. Pitts- 
burgh, Pa. 


E. C. Stearns & Co. 
Issues Catalog 


Of 64 pages covering power lawn mowers. 
hand lawn mowers, saw vises. saw sets. 
clamps of all kinds. oil gates and faucets 
and other hardware specialties. FE. C. 
Stearns & Co., Syracuse, N. Y. 


Folder Gives “Brief 
Beaver Trapping Methods” 


This folder, which is timely because for 
the first time in several years it will be legal 
to trap beaver in certain States, describes 
the living habits and physical characteristics 
of the beaver. It tells about trapping meth- 
ods and describes the company’s traps de- 
signed for beaver. In addition, it gives 
facts on the care of the pelt and a “few 
‘don’ts’ on beaver trapping.” Available from 
Animal Trap Co. of America, Lititz, Pa. 


Armstrong Star Drills 


Drop forged from special high carbon 
chisel steel, hardened and tempered. The 
maker states that they will hold their sharp- 
ness. Finished in black baked enamel with 
edges ground bright. Shanks of proper 
stiffness to prevent bending. They are of 


the four-point type. In 8-in., 12-in., 18-in. 
and 24-in. lengths, diameters from % in. to 
| in. by sixteenth in. Large diameters 
from 1 in. to 1% in., come by eighths in 
the 12-in.. 18-in. and 24-in. lengths. Arm- 
strong Bros. Tool Co.. 317 N. Francisco 
Ave., Chicago, Hl. 


Stewart-Warner 1934 
Line of Refrigerators 


Includes nine models in two lines. 
Deluxe line: 564, 564P, 714, 714P and 834 
and 834P. Standard line: 454, 554 and 
704. Respective capacities, Deluxe line: 
5.6, 7.1 and 8.3 cu. ft. Standard line capaci- 
ties: 4.6, 5.6 and 7.1 cu. ft. Special fea- 
tures are: feather touch automatic door 
opener, “forget-proof” defroster and freez- 








ing control, all porcelain interior, adjust- 
able pull-out tray shelves, slow-cycle opera- 
tion. full range of freezing speeds. 
super-sensitive temperature control, porce- 
lain chilling unit. flexible metal ice trays 
and rust-proof shelves. Stewart-Warner 
Corp., 1826 Diversey Parkway. Chicago, Ill. 
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One month 
brought them 
11 months’ business 





HAT’S not as remarkable as it sounds—for it’s 
happening right along to merchants who re- 
alize the possibilities in Bissell Sweepers. 


It happened this time to James McCreery & Co. 
of New York City. Through aggressive selling and 
good display, they sold more Bissell Sweepers in 
one month than had been sold the previous eleven 
months, according to a report of Mr. John L. 
Binder, in charge of sales. 


It has required only 30 days to prove to scores 
of merchants that it’s easy to step up Bissell sales. 
That’s because the Bissell carries exceptional cus- 
tomer satisfaction, and is a sure-fire display at- 
traction at all times. And it’s a sweeper of proved 
and well-known worth — backed by experience. 


Merchants know that the Bissell is the only 
sweeper backed by national advertising. And they 
appreciate its quick turnover; and its substantial 


markup and high profit per unit sale. 


Write us today for the complete Bissell story. 
We have on hand a supply of modern display 
material which we will gladly Send you free upon 


request. 


It will pay you—as it has others 


BISSELL CARPET SWEEPER 
COMPANY W 


Grand Rapids, Michigan 


New York Office and Export Dept.—46 W. Broadway, New York 
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No. 20 Chair 


NEW ITEM 


That Will Mean 


NEW PROFITS 


A big market that means new profits is opened by the CWA, 
PWA, ete. Workers now on the payrolls will want comfort at 
low cost, and our new No. 20 chair was designed to fill this need. 

It is made similar to our No. 35 Folding Chair except it is 
lighter in construction and cheaper in price. Made of hardwood 


(beech) lumber throughout, and finished in natural varnish or 
in colors. 
at slight increase in cost. 
. .. may be returned or kept as part of order). 
below! 


Chair shown has O. D. cover. Striped covers available 
Get a sample today (no free samples 
Use the coupon 








Our Finest 


— RECLINER 
Ss 


Our No. 12, similar to our 
No. 11 series of recliners but 
more comfortable, as it has 
special back support and 
° built-in seat. Varnished 
frame or lacquered in colors .. . with or without canopy to 
match. Our finest chair. and one that will appeal to your quality 
trade. Let it make profits for you this vear .. . send for sample 
and prices! 


Increase Your Profits With These 
Other Tucker Items— 
Our new 1934 catalog describes many items that you can handle 
profitably. Check over this list: TUCKER’WAY  (all-wood 


folding chair), mops, cots. cot: pads. chair pads. paulins, eard 
tables. golf bags. ete. Send the coupon today! 


TUCKER DUCK & RUBBER CO. 


$) FORT SMITH, ARKANSAS 


No. 12 


TUCKER DUCK & RUBBER CO 
Dept. D-4, Fort Smith, Ark 
) Send 1934 catalog 


( ) Send samples of: (no free samples: 
NAME 


ADDRESS 
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“Jiffy” Screen Painter 
and Duster 


Has short fibres designed to hold the 
right amount of paint required for each 
part of the screen and to prevent excess 
paint from blocking the mesh. Has a large 
brushing surface and paints all around the 
wire, on both sides and between the mesh. 
The maker states that the design of the 
brush permits use of either screen paint 
or outside house paint and enamel. May 





be used to dust the screens before apply- 
ing paint. May be cleaned with regular 
gasoline or turpentine. Comprises metal 
holder to which is adhered a matting con- 
taining short hairs or fibres which penetrate 
the screen mesh and return to original posi- 
tion. List price 25c each. Packed in dis- 
play cartons of 12. Burgess-Norton Mfg. 
Co., Geneva, IIl. 


Junior Caster Metal 
Casting Outfit 


Comprises a set of molds, handles, 
clamps, ladle, metal paints and brushes 
and lists at $2.25. Metal is poured into the 
casting form where it hardens instantly. 
Form halves are pulled apart and three 

















complete metal figures are made. With 
this outfit soldiers, sailors, indians, horses 
and other figures can be made at a cost 
of less than lc. each and at a rate of over 
200 an hour, says the maker. Toys may 
then be painted. [)Iustrations show the 











figure of a soldier, which can be made with 
the outfit and a boy using one of the metal 
casting outfits. Rapaport Bros., 701 W. 
Ohio St., Chicago, III. 
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“Charlie Horse”’ 


Designed to give children exercise 
through action which is said to be similiar 
to the riding of a live horse. Of novel 
design and construction and made for use 
of children from four to twelve years of 
age. Sturdily constructed finish in attrac- 
tive colors. Pines Winterfront Co., 1135 N. 
Cicero Ave., Chicago, III. 





Hamilton Beach No. 10 
Vacuum Cleaner 


With two-speed ball-bearing motor, toe 
action nozzle adjustment, chromium-plated 
handle and trim. Has instantaneous, posi- 
tive nozzle adjustment, and cleans an area 
14 in. wide at each stroke over the rug. 
Powerful suction lifts rug to nozzle so 
cushion of air forms between rug and floor. 
Motor-driven brush gently taps and beats 
rug. Each time bristles strike rug, air 





cushion gives. Finger tip adjustment for 
wear on bristles is made without removing 
brush. Wire guard on bottom of nozzle 
holds rug right distance from brush for 
greatest cleaning efficiency says the maker. 
List price, $57.50. Attachments: hose, 
capsule, moth killer, blower, adaptor, ex- 
tension tube, hose, nozzle, brush and flat 
tool list at $6 extra. Has self-lubricating 
wheels. Rear wheels swiveled. Hamilton 
Beach Mfg. Co., Racine, Wis. 


Oil Cloth Shop Signs 
and Oil Cloth Racks 


Offered free with a ten-roll assortment of 
Columbus oil cloth. With a like order, the 
dealer can get, instead, a selling display and 
a shop sign. Illustrated are the sign and 
the rack. The oil cloth shop sign, made of 
oil cloth, in four colors, measures 54 in. 
long, 18 in. high. The wall oil cloth rack, 
an all-metal model, comes completely set up. 
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Goods may be cut and measured on the rack 
itself, by use of the dots which appear every 
nine inches on the back of Columbus oil 
cloth. Weight bar is put in place on top of 
measured oil cloth to hold it, then a razor- 
blade knife is used to cut straight across the 
goods. A book entitled “New Sales Plan 
and Oil Cloth Guide for 1934” is available, 
showing samples of new patterns, and de- 
scribing the rack, sign and display. The 
selling display may be used for the window 
or inside. It has panels showing parts of 
six different rooms in which oil cloth is 
used. Has pattern background with a 
center oval reading “Brighten up with Co- 
lumbus Oil Cloth.” Display measures 52 
by 41 by 12 in. Columbus Coated Fabrics 
Corp., Columbus, Ohio. 


“Chic-O-Matic” Regulator and 
Heater For Brooders 


Is operated by the chicks themselves. A 
pilot light burns, constantly attracting some 
of the chicks to the platform. Their weight 
pushes the platform downward, this motion 
tilting a mercury switch which turns on a 
large amount of heat. When the chicks are 
warm enough they leave the platform and 
the heat is turned off, though the pilot light 





continues to burn. Utilizes a mercury 
switch operating in a vacuum tube. List 
price, $4.50, without bulbs. Dealer discount, 
33 1/3 per cent. The Made-Rite Mfg. Co., 
Sandusky, Ohio. 
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arts of 
loth is 
vith a This latch has strike and case in finel b " h 
th : Y efore it gets here! 
res 52 japanned wrought steel. 
‘abrics 
’ A . P « mpi It d nuts 
The five-pin-tumbler-cylinder is fur- When your stocks of Empire bolts and 
‘ need replenishing, you’ll find us always a jump 
ad nished with three embossed bow, ahead of your order— merely waiting your word 
milled, nickle silver keys. to ship. 

Acres of reserve stock insure prompt service 
toe This latch, in every detail, is finished on whatever sizes andstyles you have a call for 
weight just as handsomely as any night latch —all packed and ready. And all produced to the 
notion rigid specifications of strength, fit and finish that 
“ 9 on the market. have made Empire the standard wherever bolts 
ar 
gene and nuts are used. . 

t light The Eagle Quality Line Attractive cartons, prominently labeled for 
ee Seccihimines re style and size, make easy work of stocking and 
ig atcnes ore Voor sets oo crews . : 
Trunk Locks Padlocks Sane, Hct quick work of selling. 
Front Door Sets Cabinet Locks Machine Screws R 
} WE Do ove oaRT 
EAGLE LOCK CO, _| RUSSELL, BURDSALL & WARD 
e 
eneral Dales “CE _ 
26 Warren Street -- New York BOLT & NUT CO. 
a ceils di PORT CHESTER, N.Y. 
is commerce St. -179 N.Franklin Bedford S ‘K RB 
Bn omen lg er ag omg ROCK FALLS, ILL. CORAOPOLIS, PA. 
: Co. Works at Terryville, Conn. Sales Offices at Philadelphia, Detroit, Chicago, San Fran- 


cisco, Los Angeles, Seattle, Portland, Ore. 
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Counter Merchandiser for 
New 4 Oz. Rust-I-Cide Package 


Packed with each 12-bottle carton this 
merchandiser is printed in three colors har- 
monizing with the bottle label. The new 
size bottle has a suggested retail selling 
price of 25c. The dealer discount is 33 1/3 


HNRMLE SS2 4 ANNDS 





per cent. Rust-I-Cide is for dissolving and 
removing rust to prepare metal for repaint- 
ing. It should be left on for five minutes, 
then wiped off. Said to be harmless to the 
hands. The Rusticide Products Co., 1919 
FE. 19th St., Cleveland, Ohio. 


Booklet Features 
Devlin “Climax” Union 


Made in air furnace malleable as well as 
in brass. Booklet gives complete descrip- 
tion of the “Climax” union, together with 
prices and details. Well illustrated and ar- 
ranged so distributor can use it with his 
own imprint. It is a sales help which job- 
bers can pass along to their trade. Thomas 
Devlin Mfg. Co.. Ine.. Burlington, N. J. 


1934 Line of Norge 
Rollator Refrigerator 


Standard line includes three models, of 
fered in porcelain or lacquer with 4.7, 5.5 
and 7.1 cu. ft. storage space, respectively. 
Deluxe line, five models, has 5.4, 6.7, 7.8. 
9.1 and 11 cu. ft. of net storage capacity. 
respectively, two smaller models being 
available in either lacquer or porcelain. 
Remainder of line in porcelain only. Door 
latch opens at slightest touch by elbow, 
finger or hip, if hands are full. Unit chas- 
sis construction with base mounted con- 
densing unit is permanently connected to 
freezing unit by connecting tubing in con- 
cealed groove at one side of main com- 
partment door permitting unpierced food 
compartment lining of acid-resisting por- 
celain with rolled lower lip to prevent wash- 
water or spilled liquids from spilling on 
floor. Corners rounded. Centrally mount- 
ed freezing compartment has odor-proof, 
gasket-sealed freezer door with oval panel- 
ing providing perfect flat seal. Protected 
unit mounted nine-point cold control, push- 
pull switch and defroster with anchored de- 
frosting tray underneath are features. Per- 
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forated freezer shelves to minimize stick- 
ing, channeled to be self-draining. Stand- 
ard ice tray capacity increased 14 per cent, 
edges now rolled. Some models have deep 
freezer tray for double tier cubes and frozen 
desserts, new rubber tray has brass rim 
around bottom for firmness. Hydrovoir at 
top of food compartment. Milk bottles pro- 
vided for next to freezing unit with remov- 
able shelf to accommodate taller bottles. 
Adjustable bottom shelf. Interior illumi- 
nation in DeLuxe models, some of which 
have Preservoir and Watervoir. A booklet 
has been issued on the new line called 
“The Economy of a Luxury.” The Norge 
Corp. division Borg-Warner Corp., Detroit, 
Mich. 


Van Cleef Bros. Announce 
Dutch Brand Rub’r-Shim 


Serving to stop rattles in auto bodies 
and in windows and doors of all kinds. 
Made of a special rubber which compresses 
to less than one-half its normal thickness 
thus causing the parts shimmed up to be 
under constant pressure. preventing rat- 
tles and friction. Requires no tacks nor 
nails for application but is stuck on. Said 
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| AN ADHESIVE RUBBER CUSHION 
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to hold on with a firm grip to any hard. 
flat or curved surface that is clean. Rub’r- 
Shim put up in “4 in. width only and in 
three standard thicknesses of 5/32 in., 5/16 
in. and 7/16 in. For the consumer there 
are 10-ft. rolls. Also supplied in shop size 
cartons of 50 continuons feet. Van Cleef 
Bros., Woodlawn Ave., 77th to 78th Sts.. 
Chicago, Tl. 


Spiral Mop Wringer 


Made of a single piece of heavy wire, de- 
signed so no rollers, handle, bolts or nuts 
are used. Slips over edge of any bucket, 
pail or tub and, when not in use, is removed 
and set aside for further use. It is spiral 
in shape, really an inverted cone. Operator, 
using either cloth or string type, places foot 
on foot rest, drops cloth or string of mop 





into cone and turns handle of mop, forcing 
cloth or string into cone and forcing all 
water out of mop. When mop is forced dry, 
operator turns mop handle in opposite di- 
rection and lifts it out. Operator does not 
have to bend over or touch cloth of mop. 
Home model, list $1.00. Vaporine Co., 215 
W. Kinzie St.. Chicago, Ill. 


Segal “‘Mikee” Combination 
Vanity and Key Container 


Designed to hold any cylinder key, per- 
mits use of key without removing from case. 
Powder and rouge can be used without dis- 
turbing key. Vanities available enameled 
in assorted colors. Two styles, single or 
double. Each vanity individually boxed. 
Every dozen compacts are packed with an 
attractive display requiring but little coun- 
ter space. Blank key enclosed in each 
vanity to facilitate demonstration. When 
key is required, knob is pushed along groove 
and key automatically slides out. When 
vanity is closed, nothing protrudes except 
small knob at top. Inside of vanity divided 
by metal mirror. Key need only be inserted 
in vanity once. Mirror then snaps shut and 





holds it in place. Harte & Wyle, exclusive 
sales representatives, Vanity Division, Segal 
Lock & Hardware Co., Inc., 1123 Broadway, 
New York City. 
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ire, de- Announcing 
or nuts 
bucket The Improved 
2mMove . . 
’ spiral Hydraulic Pump Oiler .. 
coe Sizes for every requirement 
f mop at prices for every purse . 
To aggressive dealers who want 
profitable items to sell that will “3 
make new friends and please old i. ae 
friends—we suggest that you con- “Angie 
sider this line. Some of the im- _— Spout 
provements are: Detachable 
Welded Steel Spouts, Larger One- 
Piece Handle and elimination of 
Soldered Connections in Pumping - 
Mechanism. These and many 
others, are exclusive features on Y | d h 
rayana \ ou could save enoug 
SRS eS oS 205 | —it might be worth your while to 
“7 Improved Hydraulic Pump Oilers | experiment with different quali- 
2 fa % pint to 1 quart capacity—6 to 15 in. . . 3 
ite di- spouts, both upright and 50° angle ties in rivets, and take a chance. 
es not Goarted in sag by rig | Jobbers. 
1. 215 si " adie — eena But can you make a rivet ‘‘first- 
agie Manhulacturing LOMpany y i e 
WELLSBURG W. VA. cost’’ saving that will warrant this? 
Established 1894 Incorporated 1897 A 
We think not. 
” 
/, per- ‘ 
oe MAKES SALES AND ‘TUBULAR 


ne GARDENS GROW!” 


RIVETS 





| 
| 
yle or | 
noxed. 
“agin sat ae that’s what the Master | 
Gardener says; that’s what deal- | ad Md 
coun- ers say! Vigoro is easy and profit- | Are Quality Rivets 
each able to sell because it gives such | 
When good results! | . a 
zroove Right now a big Vigoro adver- | Dependable Inexpensive 
‘ tising program is in full swing. 
When Urns Caclea Hous” onthe ag | The fact that TUBULAR RIVET & STUD COM- 
, op and the impressive ads in Better PANY Rivets are 100°; usable—and inexpen- 
Ividec Homes and Gardens; American . wry b . ° “ 
ciel Home; House and Garden; and sive besides—substantiates this belief. 
* end racemes oy & aon - These Rivets protect the quality of your work- 
dener to go to the Vigoro Dealer . 
for Vigoro and other gardening manship ... and are thoroughly dependable. 
ve supplies. We know you will find them satisfactory in 
It’s going to be a big gardening year! Let Vigoro Advertising every respect. 
help you get your share of the business. Feature Vigoro in 
your window, store and in your local advertising. TUBULAR RIVET BOSTON, 
Electros as well as window and counter material will & STUD CO. MASS. 
S be sent free, on request. RES 
(9) 


SWIFT & COMPANY 
Fertilizer Works 
UNION STOCK YARDS, CHICAGO, ILLINOIS 


y 3 
| (ae > ae a 
- VIGORO Ee 

















Segal The largest factory in the world devoted to the manu- 
COMPLETE PLANT FOOD facture of Tubular and Clinch Rivets 
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Offers 10c Tubes Of 
Duco Household Cement 


Having among its advantages the fact 
that it may be carried in a kit in an auto- 
mobile or boat, etc. The product has never 
before been available in such a popular 
size container. The Finishes Division, E. I. 
duPont de Nemours & Co., Wilmington, Del. 





“Lin-O-Var” Waterproof 
Clear Varnish 


Especially prepared for preserving lino- 
leums and linoleum colors. The maker says 
of this product that it “has a high gloss, 
brings out color not only on old linoleum 





but new, leaving deep effect, adding beauty 
in addition to longer life for the linoleum. 
The Smith-Alsop Paint & Varnish Co., Terre 
Haute, Ind. 


Corbin No. 18 Pneumatic 
Type Screen Door Check 


A light model rounding out the Corbin 
line of checks for screen doors with two 
liquid type and two pneumatic type checks 
in three different price ranges. Made to 
compete in the lowest price class, the maker 
states that it gives a fair margin of profit to 


ty 





the dealer and is designed as inexpensively 
as can be without sacrifice of satisfactory 
performance. It is 14% in. long overall, 
with seamless brass tube 1% in. in diameter 
and will fit a space between screen and 
house as narrow as 1% in. For right or left- 
hand doors without change of mechanism. 
Has compression spring and adjustable 
checking action. Sprayed lacquer finish, 


statuary brown color. P. & F. Corbin, New 
Britain, Conn. 





Florence 5 Burner 
Wickless Kerosene Range 


With built-in oven finished in ivory and 
black with light green trim, rounded corners 
and edges and an oven door that covers the 
entire front of oven. Oven has been in- 
creased to full 16 in. wide to accommodate 
largest roaster. Non-warping type drop 
door counterbalances by adjustable springs. 
Oven racks of heavy wire, nickel finished 
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and interlocked onto guide rods so as to be 
withdrawn to safety-stop without tipping. 
Spreaders over oven burners deflect heat up 
sides and ends of oven and vent in top to 
maintain perfect circulation of heat. Top, 
back, sides and door are fully insulated with 
rock wool and temperatures in excess of 600 
deg. F. are claimed with economy of fuel. 
Fingertip oven heat control said to balance 
heat at lower cooking temperatures for 
proper baking and roasting of certain foods. 
Side wall thermometer shows heat at all 
times. Three wickless “focused heat” burn- 
ers beneath large, open porcelain enameled 
cooking top and two under oven. Burners 
consume kerosene vapor and heated air. 
Kerosene tank of metal with glass front 
holds 1% gallons. All parts exposed to 
heat or cooking stains porcelain enameled. 
Right or left-hand models available. The 
Florence Stove Co., Gardner, Mass. 





“Dri-Brite Featherweight” 
Applicator for Floor Wax 


Weighing less than 12 oz. it measures 
54 in. in diameter by 42 in. in length. Head 
is a block 7% in. long by 1% in. wide 
and 1 in. thick. Sides of head slotted so 
securing device, comprising two steel rods 
and steel springs across ends, hold cloth 
tightly into slot making secure a compact 
pad of cheesecloth to hold the wax. Ap- 
plicator finished in black and silver, has 
black head and silvey handle. Head of 
applicator has attractive decalcomania. 
Instructions for renewing cheesecloth pad 
are in black type. Special Spring deals 





have been arranged for dealers and special 
spring cleaning offer is being made to the 
public through national consumer adver- 
tising. ‘Combination of applicator and 
pint of “Dri-Brite” floor wax lists at 99c 
per set while the quart applicator offer lists 
at $1.49 each set. Miracul Wax Co., St. 


Louis, Mo. 


“Speed King” Roller Skates 


Offered by The Hustler Corp., Sterling, 
Ill., subsidiary of the Frantz Mfg. Co., are 
according to the manufacturer “a full line 
of high quality roller skates” which embody 
“many new selling features in addition to 
unusual strength and long life qualities.” 


Peerless Announces 
Belt Driven Blower 


Powered by concealed rubber mounted 
capacitor motor that requires only a low 
starting current. Blower contained in a 
14 gage all-welded steel housing. Four 
capacities from 1200 to 4000 C.F.M. are 
the top quiet output of this device says 
the maker. Variable pitch motor pulley 





provided for selection of proper capacity 
for each installation. Large, slow speed 
wheels provide necessary air movement with 
quietness says the maker. Blower unit 
complete with all required canvas and 
felts for connection to both furnace and 
cold air system. Complete specifications 
and descriptions available from The Peer- 
less Electric Co., Warren, Ohio. 


Goulds Pumps Offers 
1934 Dealer Catalog 


Shows many new and improved products 
for the first time. An attractive catalog in 
which it is easy to locate any given item. 
Goulds Pumps, Inc., Seneca Falls, N. Y. 


Remington “Kleanbore” 
Corrugated Shells 


For Nitro Express, Shur Shot, Game 
Loads and Arrow Express. Said by the 
maker to have faster feeding, easier ex- 
traction, smooth ejection, “non-skid” han- 
dling and to be strong, stiff and tough. 
Have uniformly round shot, compact, lu- 
bricated moisture resisting wad and are 
double sealed against dampness. Packed 
in new boxes of attractive appearance. 
Remington Arms Co., Inc., Bridgeport, 
Conn. 
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STAONAL Marking Crayons are 
free from grit and always make a 
clear, indelible, waterproof mark. 

NO. 4 STAONAL is the one 
satisfactory answer to the problem 
of marking Transparent Cellulose 
and Glass. NO. 2 STAONAL is un- 
excelled for marking Parcel Post 
and Express Packages. NO. 29 
STAONAL is a hard-pressed Lum- 
ber Crayon for marking on green, 
wet and dry lumber. All three are 
furnished in Black and Colors. 

Made by the Sole Makers of 
CRAYOLA, the world’s largest-sell- 
ing drawing crayon brand. 


With skill and deftness he pours the white hot metal, BINNEY s SMITH CO. 
heated to 2900 deg. F. by the Air Furnace Method, Room1952 41 EAST 42nd STREET 





— > mould. = casting is bane ne individually— 

eac! tting a single unit—employing more costly 

methods! That’s how quality is born into each and NEW YORK 
every Devlin product. Next month—The Annealing 
Process, watch for it. 


THOMAS DEVLIN MFG. CO., INC., Burlington, N. J. 
Manufacturers of a complete line of DEVLIN FITTINGS 
and FRETZ NIPPLES. 

Save this series of advertisements, they tell a com- 
plete and valuable story. If you do not have preceding 
advertisements, write us. . 

















DREADNAUCHT SANDER RENTALS 


PAID ENTIRE COST IN FIRST 11 WEEKS 
» « PLUS EXTRA PROFIT ON $152.85 IN 


FINISH AND SAND PAPER SALES! 




















“We are glad to report the results 
with the Dreadnaught Dustless Sander 
we purchased from you July 10, 1933. 





Received in Rentals............ $154.21 
SAMEPAPC? BOM 22.26 cccsccccce 70.85 
~  f 2 ererreor 82.00 
*The above is incomplete as they buy this material 


after sanding—only about half is listed. 


“We are very pleased with the results 
from the machine and expect a steady 
income from this source. Everybody 
has been satisfied with the work of the 
machine, including a couple of floor 
sanding contractors with bigger type 
machines.” 





RICHARDS 
PAINT & PAPER 
COMPANY 
Manhattan, Kansas 
Cc. E. Kaup, Mgr. 





While this proof of much more than satisfactory profits, 
“You have a won- taken not in, but between the big spring and fall seasons, 
derful product. It from a town of only 10,000 population should be of vital in- 
is fool-proof and terest to paint and hardware dealers, it is not at all an excep- 
bullt to stand tional case. Hundreds of Dreadnaught dealers made $600 
abuse.”’ and upwards extra profit last year. 





DREADNAUGHT SANDERS 





logged nage erie lec Sherwin Williams Regardless of the size or location of your market, the same 
Without obligation, please show us how we can be suc- ® ° ° eas 
cessful with DREADNAUGHT Rental Service. Stores substantial profit is right there waiting for you. Let us show 
Senne o you the definitely proven plan that charts your way to posi- 
‘ictuiprtaon deb Dihon Nietldadieeeeee Seabee Wie nlcdind en mia icaaaee ‘asadena, ins profits with Dreadnaught Rented Service. 

BE. dvciaceterviandisaknidiewtaseerebetdsahiauapescee California,Branch ° e P 

; The most profitable season lies just ahead. Mail the coupon 
iiii6nc000ecesteesscensaeesencdns 00s o.0.000ssi0ecwess _ Ww! 
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No Longer | 
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kill sales for you 








RAIN-SQUARE 
obsoleles 


all existing 
sprinklers 


Thousands of sprinkler sales are _ lost 

every year because dealers have had no 
answer for the man who _ says: “But, 
I've got a_ sprinkler.”’ This year, you 
will have an answer—one that will cre- 
ate thousands of extra sprinkler sales 
for dealers everywhere. It is simply 
this: 


“Mr. Customer, you can't afford to use 
vour old-fashioned sprinkler. This new 
RAIN-SQUARE sprinkler sprays a square 
area instead of a round one. It distrib- 
utes the water uniformly over every inch 
of the square—a gentle, rain-like spray. 
There is no over-lapping, no water wasted 
sprinkling the house, the sidewalk, or 
passers-by. This sprinkler WILL CUT 
YOUR WATER BILLS IN HALF!” 


And it’s true' No home-owner can af- 
ford not to have a RAIN-SQUARE sprin- 
kler. It opens up for you a big, new, 
profitable market. Every home is a pros- 
pect 


The three RAIN-SQUARE models are 
priced to fit all pocketbooks—yet to give 
you a worth while profit on every sale. 
($3.75—$2.45—$1.45.) All are built of the 
highest quality materials; all revolve on 
the famous Hoover stainless-steel ball 


bearings 
Don’t miss this one! Place your orde: 
now. Your jobber will give you full par- 


ticulars—or write us direct 


HOOVER STEEL BALL CO. 
Ann Arbor, Michigan 


SPRINKLES 
A SQUARE 





AREA 
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Odds and Ends 


(Continued from page 54) 


shoe cost him $4.00. He can there- 
fore make fifty cents more per pair 
of shoes at the new price than he 
could before. In other words, the 
plan of my factory was to divide the 
dollar advance between the factory 
and the retailer. But all of my re- 
tail customers tell me that the con- 
sumers have been buying a good 
shoe at $5.00, and they resist the 
price of $6.00. Now,” he said, 
“other manufacturers are not as par- 
ticular about quality as my factory, 
and they are stiil giving them a shoe 
at $3.50 that can be sold at $5.00, 
and the retailers, some of our oldest 
and best customers, are turning down 
our shoes and putting in these other 
shoes to meet the demands of their 
It is very hard,” said he. 
“to show the difference in quality in 
The difference only comes 
Of course,” said he, “I 
am selling some shoes. But I am 
afraid the results of my first trip on 
the road will not be much to talk 
about.” 


customers. 


a shoe. 
out in use. 


* * * 


I drive frequently, in all kinds of 
weather, from Larchmont to New 
York. On this trip of 25 miles I see 
hundreds of men on the roads that 
have been given jobs by the govern- 
ment because they are unemployed. 
| have sometimes wished that I had 
a camera with me. I would like to 


take a photograph of some of these 
hard-working unemployed. They 
seem to be plentifully supplied with 
cigarettes. They gather in groups 
and talk. It actually seems to tire 
them out to stand and lean on their 
shovels. It seems to me that these 
men being given jobs by the nation. 
state and city, should at least try to 
put in a full day’s work. We have 
had several snow storms in New 
York City. The manner in which 
these snow shovelers have worked 
would make the angels weep. There 
is only one thing that keeps some of 
them going. That is the steam snow 
shovel. Acting as chambermaids to 
the snow shovel the boys have a hard 
time of it. They are forced to keep 
up. The snow shovels are like auto- 
matic machinery in a factory. The 
machinery, not the employee, sets the 
pace. 

After so many of our young men 
have enjoyed a summer’s vacation 
and are now allowed to make a farce 
of working in the winter, we will 
have a hard time getting them down 
to real work when prosperity re- 
turns. 

This of course does not apply to 
the old men who are worn out physi- 
cally from privation, and are unable 
to work. I am just talking about a 
large majority, who do not seem to 
want to work. 





Skeet Creates Year ‘Round 
Gun Demand 


(Continued from page 66) 


trap houses constructed in accord- 
ance with approved specifications, 
which prescribe that the bottom of 
the target door of one of the trap 
houses must be at least 10 feet above 
the ground. The field should be con- 
veniently located on a piece of waste 
land that will measure about 300 by 
600 yards. The background should 
be such that the targets can be 
plainly seen in flight. The shooting 
field itself will occupy a small part 
of this area, the remainder being pro- 
vided in the interest of safety. The 
traps should be arranged so that the 
shooting positions face the north or 
northeast. 


As the sport gains in local favor 
and an additional expenditure is 
justified, many improvements can be 
made. The trap houses can be fully 
enclosed. A semi-circular walk can 
be provided around the seven shoot- 
ing stations. Electric skeet trap re- 
leasing devices can be installed. The 
field can be illuminated for night 
shooting and possibly a small club- 
house can be built. Several skeet 
publications giving detailed informa- 
tion on every phase of the sport are 
available. Harpware AGE will be 
glad to furnish a list of such publi- 
cations to any reader desiring further 
particulars on skeet. 
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Hall Hardware Co. 
Convention 


(Continued from page 76) 


these er’s meeting where internal or organi- 

They zation matters were discussed and 
d with settled by majority vote. With the | 
proupe exception of about 15 visitors, the 
lo tre retailers present at the convention 
| their were members of and therefore stock- | Horke 
these holders in the Hall Hardware Co.. : :$ 
vation. which is a dealer-owned wholesale | 

try to house. | 
. have Meals during the convention were | 

New served in the Hall warehouse under | 

which the direction of a catering organiza- | 
orked tion, but helped greatly by a group | 

There of girls from the offices of the com- 


me of pany. Wednesday night, a get-to- 





oi i gether banquet was held for dealers, | 
a > Hall employees and the manufac- | 
b-was turers. This was a fine big party 





» keep with singing. entertainment and an 9 
} auto- unusual talk. The speaker, the Hon. 
The John Deveney, Chief Justice of the , e 


ots the Minnesota Supreme Court thrilled 


— his audience with an outline of the | A sales job with You 


American Constitution and the 






























sation : é Bs 
cat sources from which its provisions preys Sica ee _ ‘ 
| farce wore talon. Me cuties’ cack Uherel. This handsome new “Little Giant” Screw Extractor Display wants 
> will .e ‘ : ra . ‘ 
4 izing movement in the world’s politi- | to go to work for you. Its qualifications are: 
own . P 
cal and social development as being 
7 a further step along constitutional 1. Permanent attention value—lithographed in attractive colors on heavy 
‘ g s : ? 
: . . ‘ metal. Neat, compact and modern in design. 
' lines, calling NIRA and NRA a Pp , ie h snd f 
bly to defini P a | - Puts extractors out in sight—reminds your customers of screw extrac- 
physi- finite and —— utilization of tors, making sales that otherwise would be lost. 
7° constitutional rights. ‘on ; ; it 
inable 3. Sales value—size, capacity and retail price of each extractor plainly 
tout « marked for quick selection and sale. 
. Balanced stock—stock carefully selected according to demand. 
euead **Handy” Portable Hose Holder < acre . 
y 35 , 5. Profit-emaking—retail prices and discounts allowed the trade give an 
Adjustable to any angle. When spray unusually generous margin of profit on every tool. 
on hose nozzle is adjusted, nozzle is slipped ; is : ; : 
through loop into head of holder. Of There is a big market for “Little Giant” Screw Extractors. Every shop, every machin- 
heavy gage galvanized steel wire. enameled ist, garage mechanic, service station proprietor or home workshop owner needs an 
green. rust proof. Suggested retail sell- assortment. “Little Giant” Serew Ex- : : ~ 
tractors are proven. They do the job ; Ete Aes Seer 7 
. Extract ‘or Screws anc 
and they stand up under hard service. Gunaties — “Bolts, Sizes 
This new display stand is the easiest, 2 pow! 
most successful way yet devised to let 4 803 
: es 6 804 
favor prospective buyers know you have what 6 805 
. g tf 
re is they need and want. It will make sales 2 pwd No, Asis 
for you if you will give it a job on your 2 Containing 5 Extractors 
an be . te ; wold Nos. 801, 802, 803, 804 and 805 
full ADJUSTABLE counter. Write for details, prices, ete. 
ully TO ANY ANGLE | ° 
k can BY TURNING 
WING NUT. a ee eres 
shoot- LO § TAP AND DIE 
ap re- FOBAT ON 
. The 
night New York: 15 Warren St. Chicago: 611 W. Washington Blvd. Detroit: 228 Congre-~ St.. W. 
= Canadian Plant: Greenfield Tap & Die Corp. of Canada, Ltd.. Galt, Ontario 
skeet 
sain 
rt - a eed Greenfield Tap & Die Corp., Signed 
ill be ing price 25¢ Stationary type holder of Greenfield, Mass. 
. - : a al ae ee gv. ; City 
publi- ami material measure 21 ine hes long Sih tithes atvtn tie te 
arther Suggested retail selling price 10c. Dealer ipaltiin an toa Spleen Pay 
discount, both items, 40%. Home Neces- Gian” Screw Wateactor As 
sities Co., Minneapolis, Minn. sortment. My jobber is...... 
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T S, Poultry Fence 


The Ni — That Stand 


Saves Your 
Customers Money... 


eee you actually save your customers 
money, when you sell them genuine 
U. S. POULTRY FENCE, for this mod- 


ern, straight-line netting costs less erected. 


Made Like Farm Fence... 

ee U. S. POULTRY FENCE, with its 
straight, parallel line wires, can be 
stretched to wood or steel posts without 
the aid of top-rail or baseboard. It re- 
quires fewer posts because of its strong, 
rigid construction; cuts easily, quickly 
and without waste; stretches like farm 
fence, without bagging or sagging. 


Saves Time and Labor, Too... 

« « - your customers save the cost of un- 

necessary lumber and other material. 

They save time, labor and expense in the 

actual building. And, when the job is 

completed, they have a better, longer 
lasting fence. 

You Build Good Will... 

« «dealers who push U. S. POULTRY 

FENCE invariably enjoy a_ profitable, 

dependable repeat business that price 

competition cannot take away. By con- 
centrating on this popular line, they re- 
duce their inventories, speed up turnover 

and increase profits. The fact that U. S. 
POULTRY FENCE is first choice for 

more than 50 practical uses boosts sales 

all year ‘round. 

Insist on Genuine U. S... 

« « « made in one-inch and two-inch mesh, 
alvanized before or after weaving and 
urnished in all standard heights. 

Ask your Jobber or write direct to- 


Indiana Steel & Wire Co. 
Muncie, Indiana 
Manufacturers also of 
IMPERIAL 
Farm, Poultry and Lawn Fence, 
Flower Bed Border, Trellis, 
Gates, Steel Posts, Staples, 
Barbed and Twisted Barb- 
less Wire, Brace Wire. 
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How’s the Hardware Business ? 


(Continued from page 63) 


orders. The hope is widely expressed 
that public works will get under way in 
sufficiently large volume to offset the 
sharp curtailment in the CWA activi- 


ties. 
* * * 


As soon as prices are announced 
for any new future selling, orders com- 
mence to flow readily to the jobbers, 
and for rather generous quantities. The 
experience of advances already paid, on 
spring hardware and supplies bought 
late, is encouraging early action by 
dealers when futures are offered. At 
this time, prices and terms are avail- 
able on most of the leading fall lines, 
but seldom can present offers be 
guaranteed to continue throughout the 


season. 
* *% 


A sharp upswing in business 
activity over the past three months was 
reported by the Federal Reserve Board, 
in its last monthly survey of business. 
Industrial production increased more 
than seasonally in January and in early 
February, and similar betterment is 
holding into more recent weeks. Dur- 
ing January, the board reported, in- 
dustrial activity moved up to 78 per 
cent of the 1923-24 average, compared 
with 75 per cent in December, 60 per 
cent at the low point last March and 65 
per cent in January, 1933. 


* %* 


Improvement in collections and 
sales conditions during February in 112 
major markets of the country is evident 
from the last survey of the National 
Association of Credit Men, based upon 
reports by member firms in banking, 
manufacturing and wholesaling. Whole- 
sale commodity pri¢es have continued 
to advance, and for the week to Feb. 
24 Fisher’s index at 74.2 showed an 
increase of 1.7 points over the figure 
for the final week of January. Farm 
products were responsible for the ma- 
jor part of the rise. 


* * * 


An increase of six points in the 
farm price index in the month ending 
Feb. 15, is reported by the bureau of 
agricultural economics. The index on 
that date was 76, an increase of 27 
points since February, 1933. The in- 
dex of prices farmers paid was 118 on 
Feb. 15, compared with 116 on Jan. 
15 and 101 on Feb. 15, 1933. The 
ratio of prices received to prices paid 
was 64 on Feb. 15, compared with 


49 a year ago. 
* * * 


The bureau of agricultural eco- 
nomics reports a rise in the gross in- 


come of farmers last year over 1932 
amounting to $1,240,000,000. The in- 
crease was due to higher prices and to 
rental and benefit payments by the 
farm administration. The total income 
from farm production last year was 
about $6,094,000,000, not far short of 
the 1931 total. Farmers have received 
or will receive for their co-operation in 
Government production control approxi- 
mately 289 million dollars, and are 
the largest beneficiary class from the 
huge Government spending program. 


* & 


Business failures in the United 
States, for the week ended March 1, 
numbered 253, compared with 255 in 
the preceding week and 556 in the 
corresponding 1933 week, as reported 
by Dun & Bradstreet. Geographically, 
improvement was centered in the east- 
ern States. The number of failures in 
southern States showed little change, 
while western States showed an in- 
crease. Business failures for February 
were the smallest in several years, num- 
bering only 1049, compared with 1364 
in January and 2378 in the correspond- 
ing 1933 month. Dun’s insolvency in- 
dex for February was at 71.9, the low- 
est since September, 1933, and with 
the exception of that month the lowest 
in several years. 


* %*%* 


Electric power output for the 
week ended Feb. 24 exceeded the pre- 
ceding week, and was 15.5 per cent 
above the total in the corresponding 
week of 1933. The gain was the larg- 
est since the week of Aug. 5. While 
the improvement was largely due to the 
increased demand of electric trans- 
portation companies because of the un- 
usually cold weather, the country’s 
light and power business also showed a 
good improvement. 


* * * 


Continuing the steady gain of 
the last several weeks, the country’s 
steel mills showed on March 5 an aver- 
age operating rate of 47.7 per cent of 
capacity, against 45.7 per cent a week 
ago and 16 per cent a year ago, the 
American Iron and Steel Institute re- 
ported. The high of last year was 59 
per cent in mid-July. During Febru- 
ary steel tonnage booked by leading 
producers was twice as much as that 
for January, and there is some prospect 
that the volume in March will double 
last month’s. Manufacturers of road 
machinery, farm equipment, electric re- 
frigerators, radios and stoves are in a 
great measure contributing to improve- 
ment in the industry. Prices of prac- 
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Stock 


and Profit with 


~ Our Lat 
Guarantee 
=| 


Son Ae 
LOOK FOR THE “Ge” LABEL-- YOUR PROTECTION AGANST SUBSTITUTION 


Galv ee Before § Galvanized Before Galvanized 
an rs Wire 
1 I My Gal ed After loth 
= i= : ¥ é ‘Was ing in all grades 14-16 Mesh 








Continued preference with experienced buyers everywhere, and the increasing number 
foam of ~— aa, testify to the soundness of our adherence to the standards of QUALITY 
and SERVICE which have established the name of “G &B” as a guaranty of dependability — 


The Gilbert & Bennett Mfg. Co. 


Established 1818- America’s Oldest Woven Wire Factory-Manufacturers 


WIRE CLOTH, NETTING and FENCING 
cu, Cnlvanized 1 Steel Wire Cloth | in all Meshes cand Causes 








Boost your sales with 





this really improved 
carpet sweeper? 


Its increased usefulness, new design and improved perform- 
ance are bound to attract more buyers. Note the central handle 
which drops flush with the cabinet. This, with automatic 
brush control, permits sweeping under very low furniture 
without hand pressure. Brush more easily removed—sweeper 
more easily emptied. Ball bearing. Solid rubber furniture- 
protector all around. Beautiful ebony finish with chromium- 
plated trim. Display and demonstrate the Man o’ War, and 
sales will be easy. Send for the complete new line of five 
Adler-Royal Sweepers, ranging from $3.75 to $6.95 retail— 
and interesting dealer’s and jobber’s proposition. Adler 
Manufacturing Company, Incorporated, Louisville, Kentucky. 


ADLER e ROYAL Man o° War 








on n Jum mbler 
EXTRUDED ane PADLOCKS 


The Corbin Extruded Metal 
Padlocks afford the greatest 
security, 
strength and 
durability, 
thru exclu- 
Sive special 
features in 
pin tumbler 
construction. 
Their worth is proven by 
their consistent satisfactory 
performances at all times 
and under all conditions. 


CORBIN CABINET LOCK CoO. 


The American Hardware Corporation, Successor 


NEW BRITAIN, CONN,., U. S. A. 


NEW YORK CHICAGO PHILADELPHIA 
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Arcade packaged hinge sets 
are convenient to handle and 
quick sellers . ..each package 
contains one pair of hinges, 
14 screws, hook & eye, and 
door pull. 


Write for new catalog No. 103 
giving complete information 
on these sets, also details on 
hinges, door pulls, etc., pack- 
aged individually. 


Order from your Jobber 











ARCADE 
MFG. CO. 
FREEPORT, 
HARDWARE cL. 
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THE PECK, STOW & WILCOX CO. 


SOUTHINGTON, CONNECTICUT 


OUR PLATFORM: 
In our 2nd CENTURY of 


experienced manufacturing; and 
our POLICY places your Jobber 
in position to have you own our 


tools at prices which enable you 


to SELL. 


ASK YOUR JOBBER 














© 


Changes 


New products and new 
trade names are constantly 
being added to the listings 
for the next Directory 
Number of HARDWARE 
AGE. 


Therefore, if you do not 
find in the current issue of 
the Directory Number the 
product you are interested 
in, write to the “Who 
Makes It” Editor. He'll be 


glad to serve you. 


HARDWARE AGE 


239 West 39th St., New York City 


@ 


















Dazey Churns 


sold only through 


Jobbers :- Dealers 


The DAZEY has been the leading 
Churn for many years and has 
always been sold through legiti- 
mate Jobbers and Dealers. En- 
dorsed by Good Housekeeping 









tically all heavy steel products have 
been reaffirmed for next quarter, some 
recent reductions in automobile special 
strips and sheets being canceled. 


* * * 


Production of automobiles in the 
United States and Canada during Janu- 
ary were just under 168,000, nearly 
double the total for December, about 
34,500 more than in January, 1933, 
and nearly 50,000 more than in the 
same month of 1932. 

* * * 

Reports of building operations 
received by the U. S. Bureau of Labor 
Statistics, from cities having a popula- 
tion of 10,000 or over, show that there 
was an increase of 13.6 per cent in the 
number of buildings, but a decrease of 
19.4 per cent in the estimated cost of 
buildings for which permits were is- 
sued during January, 1934, as com- 
pared with December, 1933. These 
figures pertain to building construction 
only. 

* * * 

The Barton Corp., West Bend, 
Wis., manufacturers of washing ma- 
chines, report February shipments as 
showing an increase of 68.25 per cent 
over the same month of last year. 


* * * 


Advancing prices on aluminum 
cooking utensils are said by whoiesal- 
ers to be not at all unlikely. Virgin 
aluminum ingot has been reduced only 
one cent per pound in the last seven 
years, while utensils are away down in 
price. 

* * * 

There has been a recent advance 
in No. 12 alloy, remelted aluminum, of 
one cent per pound, or about seven per 
cent, due largely to the increased use 
of this material in the automotive in- 
dustry, while at the same time, manu- 
facturers of washing machines and 
other household utilities have purchased 
heavily. 

* * * 


Th 


eye = ee 2) —— 


Institute, State Agricultural Col- 
leges, and Scientific Buttermakers 
everywhere. It is strictly a 
“Quality’”’ Churn. Only the best 
materials are used and carefully 
assembled. Made in sizes to suit 
everyone’s requirements, from 2- 
quart to 10-gallon. The extension 
of electric power lines into rural 
districts has opened up a new field 
for DAZEY Electric Churns. 


Virgin aluminum produced in 
the United States during 1933, accord- 
ing to the U. S. Bureau of Mines. 
amounted to 85,126,000 pounds, valued 
at $16,174,000, compared with 104,855.- 
000 pounds valued at $20,453,000 in 
1932. New uses for aluminum are 
multiplying constantly, in building con- 
struction, railroad cars, parts of auto- 
mobiles and trucks, also beds and other 
furniture. The legalization of beer cre- 
ated considerable demand for alumi- 





DAZEY SHARPIT 


All purpose household Sharpener. Re- 
quires no skill. The original Sharpener 
of its type. Patented grinding wheels. 
Attractively finished in rust-proof electro 
plating. Furnished with removable, re- 
versible clamp. 





num. 
| * + * 











The radio industry has started 


Order from Your Jobber 1934 in th va a sceeteitaad 
a 34 in the most favorable statistic 
Dazey Churn & neeaectneing Company position since 1930, says Dun and Brad 


street. It is now on a more stable basis 
than at any time, and fully able to keep 
pace with any other industry in the 
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Save these QUARTERS 


We are Throwing at Your Door— 






“CHICAGO” 


FLYING SCOUT 
Roller Skates 


Nationally ious’ 


To sell at $2.25 a pair. We recommend that you sell them 

for not less than $1.85. “Chicago” “DOUBLE TREAD” 

: a patented feature that most all other makes “Claim” 
ut— 


Use A Hacksaw 


and see for yourself. It’s most con- 
vincing proof that “Chicago’s” cost 
only 2%c per hour to skate on, 
while the cheaper skates cost from 
8c to 10c per hour—destroy “Good 
Will” and net very little profit if 
any. 


Write for SALES POINTERS 
CHICAGO ROLLER SKATE CO. 


Established over 28 years 
4456 W. Lake St., Chicago, IIl. 


The World’s Greatest Roller Skate 











Is the new Wright sample 
display working in your store? 


A sure business-getter for the 
hardware dealer 


G.F. WRIGHT STEEL: WIRE 


Displays 20 grades of 
square mesh cloth and 
18 grades of netting. 
Substantial and color- 
ful. Opens the door for 
new markets and addi- 


tional profits for you. 


Ask your jobber. 





G. F. Wright Steel & Wire Co. 
WORCESTER, MASS. 


NEW YORK ATLANTA CHICAGO LOS ANGELES 
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One in Every Home 


There is at least one place in every residence for a double 
acting floor check—usually the light interior door to the 
kitchen. When building to even a modest standard of 
quality the contractor should install the “Rixson Junior.” 
The builders’ hardware dealer, from his available infor- 
mation, can usually make this clear in a few words to 
his customer—to the profit of everybody concerned. See 
the Rixson Catalog in Sweet’s. 


THE OSCAR C. RIXSON CO. 
4450 Carroll Ave., Chicago, Ill. 
New York Office: 2034 Webster Ave. 
Philadelphia Atlanta New Orleans San Francisco 
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HARDWARE SPECIALTIES 

















Silent as Scissors .. and 
Cuts Like Scissors, Too! 


THE SILENT 
YARDMAN 


AMERICA'S 
FINE 
LAWNMOWER 









Think of the Profits on a 
Lawnmower Like THAT 


Yard-Man attracts attention wherever exhibited—it stimulates new 
interest in lawn-mowers and will increase your sales and profits . 

In fact, we have hundreds of instances where owners of other mowers 
practically new, have purchased modern, silent Yard-Man Lawn- 
mowers. Send for pamphlet HG and prices. 


"YARD-MAN", Inc., Jackson, Mich. 
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ARMSTKGNG BROS. 





Better PIPE TOOLS 


The Most Complete Line Made 

Each an Improved Tool . . . 

Consistently Advertised 
—Most Profitable to Sell 


Quality, finish and design features close 
sales, assure satisfaction, and build 
business. This is the line 

with every selling _ 
advantage. 










Dealers’ \ s 
Sales Helps \\ 


are freely 
furnished. 


A Line That 
Needs No 
**Fill-ins”’ 

Solid Dies and 
tocks 


Adjustable Dies 
and Stocks 


Pipe Cutters 
and Cutter 
Wheels 


Chain and 
Hinged Vises 


Pipe Wrenches 
and Tongs 


Write for Catalog 
ARMSTRONG BROS. TOOL CO. 


“The Tool Holder People” 
314 N. Francisco Ave., Chicago, U.S.A. 





EVEREDY 
CHROMIUM PLATED 
SKILLETS 


Here they are. Brand new. And the most 
beautiful skillets you’ve ever seen. Made 
with a clear, mirror-like, chromium finish 
that will not stain, that needs no scouring, 
that washes clean like glass or china. Made 
from special, heavy-gauge, quick-heating 
steel that saves fuel, and that will not warp 
or break. Made with a big, comfortable, 
ebony-finished wooden handle that’s always 
cool, and anchored so it can’t turn. Made 
in four sizes—priced for quick action. Ask 
your jobber, or write for full information. 











THE EVEREDY CO. 


FREDERICK @@ MARYLAND 
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recovery movement. Inventories have 
been cut to nearly one-quarter their 
total of a year ago, distress merchan- 
dise has nearly disappeared, and price- 
cutting is less evident. New models, 
new dress and better reception are 
widely noted, and prices are still at 
most attractive levels. 
+ * 


Prices on washing machines 
have taken an advance, reported gen- 
eral, of about 10 per cent, effective 
March 1. J. R. Bohnen, secretary of 
the Washing Machine Manufac- 
turers Association, reports the industry 
has been enjoying a flood of business 
exceeding any in its history. Complete 
1933 returns by 31 companies show 
total shipments of 1,028,637 as com- 
pared with 602,046 washers in 1932, a 
70 per cent increase. 

* * * 


The Frigidaire Sales Corpora- 
tion, whose national sales figures for 
household refrigerators in January 
were 133 per cent higher than for the 
same period in 1933, proposes to main- 
tain as its leader in the household field 
a refrigerator priced just under $100. 
The constantly increasing volume of 
business handled is keeping costs down, 
according to H. W. Newell, vice-presi- 
dent. The company crossed the million 
mark in refrigerator sales for the first 
time in 1933, with sales aggregating 
1,065,000, a gain of 27 per cent over 
1932, 10 per cent over 1931, and 25 per 
cent over 1930. 

x * * 

The Automatic Washer Co., 
Newton, Iowa, reports its January busi- 
ness as being 13 per cent better than 
in the same month of 1933. February 
unit sales increased 50 per cent over 
February a year ago. 

* * * 


The New Haven Clock Co., New 
Haven, Conn., reports sales in 1933 
amounted to $1,425,312 compared with 
$989,000 in 1932. Operations were 
profitable in the last half of the year 


and reduced earlier losses. Prices in- 
creased 20 per cent so that with sales 
increasing the company’s outlook is 
much improved. Adoption of the code 
increased wages approximately one- 
third. 

+ * * 

Landers, Frary & Clark, New 
Britain, Conn., operated with a profit of 
$236,409 in 1933. Since July 1 last, 
operations of the company improved to 
such an extent that dividend require- 
ments were earned, including the usual 
charge offs. Surplus Dec. 31, 1933, 
was $3,385,867 as compared with $3,- 
779,458 the year previous. Charles F. 
Smith, chairman of the board, has in- 
dicated continuance of the company’s 
present dividend rate. 

* * 


International Silver Co., Meri- 
den, Conn., reports substantial increase 
in sales over the corresponding period 
a year ago. The increase up to about 
Feb. 20 was 63 per cent ahead of the 
same period of 1933. 


+ + 


The Thomas Devlin Mfg. Co., 
Inc., Burlington, N. J., makers of Dev- 
lin fittings and Fretz nipples, have em- 
ployed new gangs in the foundry and 
extra melting furnaces have been put 
into action in order to speed up the 
demand for these products. 


e ¢@ ® 


The Maytag Co., Newton, Iowa, 
manufacturers of washing machines, 
is operating its plant on a capacity 
basis and the factory’s present daily 
outlet is greater than at any time in 
the history of the company. E. H. 
Maytag has notified his sales organiza- 
tion that until further notice no more 
new dealers were to be signed because 
of the flood of orders already on hand. 
Mr. Maytag announced that this step 
was being taken “as a matter of fair- 
ness to our dealers in view of the com- 
pany’s present inability to make 
prompt shipment of orders.” 





New Speedlock Handle on 
“True Temper” Rods 


Handle of offset type has no screws, cams 
or similar devices, reel being fastened at 
its seat by means of sliding crossbar 
mounted on plunger actuated by strong 
spring concealed within grip of handle. 
Reel fastened in place by drawing back 
plunger with thumb and forefinger, setting 
reel in place and releasing plunger. Reel 
seat and crossbar which secure reel bed 
to seat are arranged to accommodate any 
type of reel bed. On release of cam, 
crossbar grips bedplate of reel and holds 
it firmly in position. In addition to this 
quick fastening feature, handles are regu- 
larly finished with cork forward grip. 
The Pennant, Challenge and Oxford grade 


of rods are not furnished with this han- 
dle but with offset or straight grip handle 
specified in current catalogs. American 
Fork & Hoe Co., Sporting Goods Div., 
Geneva, Ohio. 
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~-(CHICAGO)~ 
SPRING HINGES, 


Quality Plus 


In the “Relax” Spring 
Pivot Hinge users obtain 
a maximum in Quality 
plus the important spring 
action release feature. 


Dealers will find that it 
pays to sell the ‘‘Relax” 
because satisfied cus- 
tomers are a valuable as- 
set and better profits can be realized on 
this Quality Hinge than on a cheaper 
substitute. 








Relax 
Type 6001 
Spring Pivot-Hinge 


Send for New Catalogue H 47. 


Chicago Spring Hinge Company. 
CHICAGO NEW YORK 
U. S.A. 
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New Use For “Black Leaf 40” 
Creates New Customers 


ips nace of home owners are being told through national 
advertising that “Black Leaf 40” repels dogs. They do not 
I:ke its fumes and will not stop to discolor and possibly kill 
evergreens and shrubbery. Just a little “Black Leaf 40” sprayed 
on the lower branches stops the dogs. 

This new use for “Black Leaf 40” is creating an ever widen- 
ing demand—a demand that knows no particular seasons. 
Check your stock and get set to cash in on the profits made 
possible. Your jobber can supply you. 


FREE DISPLAY MATERIAL 


Ask for our FREE display kit. It contains counter displays, 
booklets, spray charts, dealer 
ads and other helps to aid you 
in making more sales. 


Tobacco By-Products & 
°? Chemical Corporation 


. Incorporated 
LOUISVILLE, KENTUCKY 





NOT THIS TIME, BUSTER, YOU 
WONT LIKE.” \LEAF 40” 





















ROTO 
DIAL 


Sensational 
Value 


NE 









"Correct in 
Every Weigh" 


COUNSELOR 


BATHROOM SCALE 
A brand new model with a roto-dial ... accurate... 
compact... trim... guaranteed for five years... 
and a value that is positively unmatchable in a quality 
scale. 

Bathroom colors in baked enamel . . . pressed steel 


framework gives both lightness and extra strength. 
Write for complete information. Sold by leading 
jobbers everywhere. 

THE BREARLEY COMPANY, Rockford, Ill. 


Represented in New Yerk by 
LOEB-STERN, Inc., 19 West 23rd St. 
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DRIVER POWER TOOLS 
are a fast-selling line 


Now is time to stock DRIVER Power Tools and 
prepare for an extra slice of spring tool business. 
House repairs, garden furniture, trellises, picket 
fences, lawn ornaments and a host of other articles 
can be made much faster with these electrically 
driven tools than by hand—and they’re more pro- 
fessional looking too! Feature DRIVER Tools 
this spring. Show your customers how the DRIVER 
Band Saw, for ex- ample, fashions 
picket fences in a tenth of the time 
ordinarily required. They'll be fasci- 
nated by these in- teresting, inexpen- 
sive tools. Write us today for further 
details regard- ing the sale of 
DRIVER Tools in your store. 


WALKER-TURNER CO., Inc. 


534 Berckman St., Plainfield, N. J. 





115 








, 







“ah 


~ ——__. ™ aS -1596 
MODEDN ELECIDAL ° 


AL DEVICES 


US SHOW YOU WHY 
RK. 


r \' i 
-e TRENTON. Ne J 


it pays to play ball with this company, 
which has YOUR interests at heart. We give 
you a broad line, a GOOD line—and help you 
sell our merchandise after you’ve stocked it. 
Communicate with your jobber for full de- 
tails. 


CIRCLE F MFC. Co. 


TRENTON, NEW JERSEY 


ELECTRIC 
Soldering rc 39! 
6' Solder FREE! 


SENSATIONAL! Every man and bov will want 
a RedHot Electric Soldering Iron. Hundreds of 

everyday uses! Big profit' 2te EACH FROM YOUR 
JOBBER. 

ADVERTISED NATIONALLY’ Now in lea 
zines, and in 350 Newspapers. ATTRACTIVE 
1 packave—-sell themselves 
OFFER! FREE! Send coupon with order 
or more,, with jobber’s name Order wiil be 
ished through jobber with your regular delivery We 
will mail you selling Displays, FREE! So-Lo Works, 
Dept. PH Cincinnati. O 


wt 00 oun fast 


GANRE 
SE 


—— 0 





















ling Mags 


Full-Size brilliantly- 
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Wherever Displayed 


the new, bright, attractive 


Moore 


lumi h-Pi 
Aluminum Push-Pins 
To Hang Up Things 
are quick and continuous sellers because 
they can be used with a hammer. 


In Window-F t Packet 
“aa” Gtor IO cemts 
Order a Counter Display from your Jobber 
MOORE PUSH-PIN COMPANY 
113-125 Berkley St. Philadelphia, Pa. 


Originators of the world-famous Moore Push-Pins 
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| Westinghouse Leaflet 
On Induction Motors 


Of CR Repulsion Start type, single phase, illustrates and describes 
these motors. They are available for 110-220 volt, 25-50-60 cycle 
service in sizes from ‘4 to 3 horsepower. Especially designed for 
heavy industrial service. Advertising Department, Westinghouse 
Electric & Mfg. Co., E. Pittsburgh, Pa. 


Adler-Royal “Man O” War” 
Carpet Sweeper 


A dual brush control, ball-bearing model. Has sturdily attached 
central handle permitting use under very low furniture, in out-of-the- 
way places, etc. As handle is dropped down flush with top of box, 
brush is automatically lowered to assure the same cleaning efficiency 





as when handle is in normal position. Brush removed by gently 
pulling out the end pins. Compound dumping lever conveniently 
placed in one corner flush with box enables emptying with greater 
Ebony-finish case, chromium-finished metal parts, resilient 


Adler Mfg. 


ease. 
solid rubber furniture protector around entire box. 
Co.. Inc., Louisville, Ky. 


G. E. Offers Clock Merchandiser 


Comprising a well designed black and chrome metal stand and 
a neat card for mounting and displaying six G. E. clock leaders. 
Offered free with purchase of the clocks. Stand, card, clocks come 
complete in “package” called The Merchandiser. Compact unit, 
for window or counter serves as a miniature clock department. Card 
has attractive hand lettering on contrasting background. New cards 
provided several times a year for changing. Clock assortment with 
free merchandiser costs $23.23. Free booklets for customer dis- 
tribution describing clocks in package as well as other G. E. models. 
Models are: Deb-Alarm, Puritan, Debutante, Morning Star, Little 
Hostess and New Hostess. Merchandising Department, General 
Electric Co., Bridgeport, Conn. 
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BUILD SUPPLY SALES 


with 


CLANCY 
““SURE-GRIP”’ 


GALVANIZED STEEL 


HOSE CLAMPS 


—STOP THOSE LEAKS— 


Easy on the Hose 
Permanently Tight 


J. R. CLANCY, Inc: 


Syracuse N. Y. 














AMMUNITION SECURITIES 


We Buy and Sell 
PETERS CARTRIDGE 
REMINGTON ARMS 
WESTERN CARTRIDGE 


Quotations on Request 


Charles E. Doyle & Co. 


CHASE NATIONAL BANK BUILDING 
20 Pine St, New York = Tel.-JOhn 4-4500 


























| Repairs Unsightly Chipped Porcelain 


a Tilette Liquid Porcelain 
wes Glaze repairs unsightly 
chips in Porcelain and 
Enamel Sinks, Bath 
Tubs, Lavatories, Re- 
frigerators, Drain. 
boards, Washing Ma- 
chines, Table Tops, etc. 
Ready for use, water- 
proof, dries quickly with 
a permanent porcelain 
gloss. in 1 oz. jars. 
packed 12 to attractive 
counter display. Quick 
seller. Liberal profit. 
Ask your Jobber to sup- 
ply you. If he cannot. 
write to us. 25¢ seller 


TILETTE CEMENT CO., INC. 


40! Lafayette St., New York 


1115 Temple Street 
Los Angeles, Calif. 














A clean, 
hold - fast 


Made in 

3 Quality head. 
Brands— a 
“North- Sturdy, rigid 
western,” shank, polished 
‘‘Crown’’ and finish, drives where 


*‘Union’’ —in the you want it to go. 


modern plant of the 


oldest horsenail manu- Sharp, perfect point, 





facturer — est. 1865. easy to drive. 0 waTiON AbOy, 
“gOF PAD 
Fi ow Ss 
LR, In all popular sizes, priced for your profit-- & Qn’ 
jobber, retailer, blacksmith and user. Write > s 
for prices—order from your dealer. & i) 
wt 00. ous mat < ‘- 





FOWLER & UNION HORSE NAIL CO.\" 


1032 MILITARY ROAD, BUFFALO, N.Y. 











MAILING LIST 


of 


WHOLESALE 
HARDWARE 
HOUSES | 


Every One Selling 
Through Hardware 
Channels Needs 
a Copy 





Indispensable for 


I Calling on Hardware Jobbers 
2 Your Credit Department 
3B Direct Mail Work 


It Lists: 


PRICE 
Shelf Hardware Jobbers 
Heavy Hardware Jobbers 


Mill Supplies Jobbers S i @. 


Plumbers & Tinners’ Supplies 

Jobbers A COPY 
Manufacturers’ Agents Remittance 
Hardware Chain Stores with Order 
Hardware Association Lists 


HARDWARE AGE VERIFIED LIST 
239 W. 39th STREET NEW YORK, N. Y. 




















MOULTON LADDERS 


Strong and Safe 


Profitable, Satisfactory Sellers 
YALE (MECHANIC TYPE) STEP- 
LADDER as shown. A quality step- 
ladder, made strong, safe and dur- 
able. Has malleable top. hinges 
clamped over top—¥% in. Steel rod un- 
der each tread with truss block. Steel 
braces under bottom tread. Cad- 
mium plated hardware. Sides 3% 
in Legs 2% in. with 1% in. rungs. 
Treads 3% in. Sizes 3 to 12 ft. 
Wet. approx. 3 lb. per ft. 

EXCEL STEPLADDER—a safe, light 
weight stepladder at a lower price 
than the Yale. Sizes: 3 to 12 ft. incl. 
Wet. approx. 2% Ib. per ft. 

Send for Literature and Trade-prices. 


The Moulton Ladder Mfg. Co. 
Somerville Mass. _ 


HILL CLOTHES DRYER CO., Inc. 


Manufacturers 
of the famous: 











Hill Champion, Eureka 

Atlas Style D 

Spartan Style H 
and Roof Dryers 


HILL 


CLOTHES DRYER CO., Inc., Worcester, Mass. 
New York Distributor 


Ht. Kornahrens, Inc. 





WE DO OUR PART 
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REPUTATION 


Bemiss St. 
MILLDALE, CONN. 


d Time-Tested 
PRODUCT AND 








TEELGRI 
Flexible Belt Lacing 





ALL YOU NEED I$ A HAMMER 
A better lacing made to American standards, that 
you can recommend for all garage, farm and shop 
uses. Breaks to width. Put on with hammer in few 
minutes. In boxes or ‘‘Handy Packages.’’ Profitable. 
Wri Armstrong-Bray & Co. 
Vrite for 315 N. Sheldon St. 
Circular, Prices. Chicago, U. S. A. 








ROCHESTER 
SASH BALANCES 
FOR YOUR PROTECTION 
Are Not Sold 
Q To 

Mail Order Houses 
When ordering Sash Bal- 


ances from your Jobber 
e)/ specify them by name. 


Rochester Sash Balance Co., Ine. 
Rochester, N. Y. 











SNELL 


Improved Ship, Public Utility, 
Expansion, and Solid Centre 
Bits. Send for catalogue, or 
see our advertisement, the 
Catalogue and Directory of 
Hardware Age. 
SNELL MFG. CO. 


Fiskdale, Mass. 


BITS 


Established 
1790 














Good 
Management 


* is merely the transmission of 
® the intentions and purposes 
* of the management through 


® the staff to the customers 
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He Gives Nails and Pipe 
Fittings a Place in Display 


pr fittings and nails are usually 
kept in bins out of sight and yet 
they are items for which there is a 
steady demand and, if merchandised 
properly, show a good profit. 

“Some years ago,” says J. C. Von 
Engeln, Kansas City, “I arranged a 
special counter for plumbing sup- 
plies and findings. It was so profit- 
able that, recently, I have added to 
this collection a counter for ordinary 
pipe fittings. This counter is fixed 
up with open glass bins, easily 
cleaned, such as you see in the best 
chain stores. Every bin bears a neat 
price ticket. My idea is that if the 
item isn’t priced it is too high. That, 
I believe, is the idea of the average 
customer. 

“Let’s set down here what is neces- 
sary to fill the average customer’s 
needs in pipe fittings. I have them 
all on this counter: 

Nipples, one-eighth, one-fourth, 
three-eighths, one-half, three-fourths 
and one inch. In length these nip- 
ples run from the close to a length 
of 30 inches. 

“In regard to size I apply about 
the same rule to reducers, unions, 
bushings, tees, street els, regular els, 
45-degree els, couplings, caps and 
plugs. I keep one size in return 
bends, size 34 inch. I keep in the 
others not less than five of each size. 
That’s about right if you are handy 
to the jobber. And with these vari- 
ous items in plain view of the cus- 
tomer and with the'price tag right 
there a great deal of time is saved 
and sales are increased. The cus- 
tomer doesn’t find a setup of this 
kind in the chain store. Chain store 
men don’t like to get their hands 
soiled with such things. 

“The price that I place on these 
things ranges from 10 cents below 
fittings of 34 inch size up to 35 cents 
for fittings such as one-inch unions. 
People seldom know what they want 
in pipe fittings nor do they know 
much if anything about pipe fitting 
prices. Such merchandise is usually 
asked for and the merchant digs into 
a bin to get it.” 

This hardware merchant also dis- 
plays flush tank balls at 25 cents, 
copper floats at 30 cents, extra over- 
flow tubes and stems at from 5 to 20 


cents. He has lavatory stoppers in 
sizes from 1% inch up to 1% inches, 
radiator valves for 25 cents, fawcet 
handles, 20, 25 and 30 cents and 
fawcets ranging in price from 65 
cents to $4.50. Neither are these 
often, if ever, played up and priced 
in chain stores. 

Another thing he pushes is com- 
mon nails. “Now, hardly anyone 
thinks of pushing nails as a regular 


‘ trade maker and profit item,” he says, 


“vet, people are buying nails the year 
round and there’s good profit in 
nails if priced carefully.” Then he 
shows his nail table or rather his 
sample-nail table arranged much the 
same as the display of pipe fittings. 
There are 20 of these glass trays or 
bins and in each bin is a sample of 
nails, staples and roofing nails ac- 
cording to size. There is a price card 
that says “Nails from 6 penny com- 
mon on up are 5 cents a pound.” 
Another sign says “Nails from 3 
fine up to roofing nails are 10 cents 
a pound.” He goes even further in 
tagging these small nails. A card 
lists them this way: “Half pound, 
5 cents; 2 pounds, 15 cents; 3 
pounds, 20 cents; 4 pounds, 25 cents; 
5 pounds, 32 cents.” 

Roofing nails are tagged this way: 
“4, pounds, 25 cents; 5 pounds, 32 
cents; 6 pounds, 38 cents; 7 pounds, 
4A cents; 8 pounds, 50 cents.” 

In this manner Mr. Von Engeln 
creates the impression that his prices 
are fair and low while at the same 
time his pricing methods tend to 
stimulate quantity purchases. Every 
bin or tray is labeled with the name 
of the nail and size. The customer 
sees what he wants and says, “Gim- 
me a dime’s worth of six penny finish 
nails.” 

“T have found that this is a great 
help in selling nails for the customer 
is sort of proud that he can call 
right out the name and size of the 
nail he needs,” says this Kansas City 
dealer. “People do not know about 
the sizes and names of nails and 
they get a kick out of being able to 
designate exactly without asking the 
dealer. These two items, pipe fit- 
tings and nails, are two things the 
dealer may play up without a great 
deal of competition.” 
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Lawn Mower Features 
Height Adjustment 


Bellevue “Hi-Kut” lawn mower is designed so that by loosening 
one nut on each wheel cutter bar can be set to shear grass to any 
height from %4 to 2 in. above the ground. Has tool box under- 
neath wooden handle in which wrench is carried. Adjustable height 
feature enables cutting at height best for particular seasons of the 
year. One wheel may be set for cutting high so mower can be run 





in ditches or edgings with cutter bar set level across its entire length. 
Of high grade materials and regularly furnished with bed knife of 
vanadium steel, having raised and beveled cutting edge. Wheels 
10 in. in diameter with plain bearings. Regularly furnished with 
4, 5 or 7 blade high carbon crucible steel reel running on ball 
bearings. Regular sizes, 16 and 18 in. The Ohio Cultivator Co., 
Bellevue, Ohio. 


Goodrich Issues 1934 
“Operators Hand Book” 


On truck and bus tires lists all Goodrich tires for truck and bus, 
gives their complete specifications and describes tires for varied 
purposes. A large number of specification tables are included. 
Methods by which operators may determine the tire cost per mile 
on each installation are included. Table giving weight of various 
commodities and change over guide for 1% ton trucks are also 
features of the hand book. The B. F. Goodrich Rubber Co., Akron, 
Ohio. 


Fulton No. 56 Cemetery and 
Basket Flower Holder 


Supplied with double ground stakes instead of one as illustrated 
is large enough for lilacs and large stem flowers. Dark green 





finish, packed nested, half gross to case. Measures 4% in. top, 3 in. 
at bottom and stands 7% in. high. Patent Novelty Co., Inc., Fulton, 


Ill. 
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Build a Profitable 
Separator Business! 


Sell the New Iowa—with 35 years of success- 
ful Separator experience behind it—it’s the 
Separator that has outskimmed all competi- 
tion. New models at lowest prices in our 
history. A host of features including exclu- 
sive Iowa Self-Stabilizing Bow] and 
Automobile-type Lubrication. When 
you sell an lowa it stays sold. 
THE 10WA “COLT” % H. P.— 
4 CYCLE ENGINE 


A big seller. Many 
uses on the farm 
and in the shop. 
Sells for only $36.00 
with good profit to 
dealers. Real op- 
portunity for Deal- 
ers. Write us. 


ASSOCIATED MFGRS. CORP. 


400 Mullan Ave., Waterloo, lowa 














CoBURN 


SLIDING DOOR HARDWARE 

FIRE DOORS AND HARDWARE 
OVERHEAD CONVEYING SYSTEMS 
ROLLING LADDERS 

EASY LIFT OVERHEAD DOORS ° 


COBURN TROLLEY TRACK CO. 
HOLYOKE, MASS. 








REOC.VU.S. PAT. OF 






Vulean Elec- 
tric Solderin 
: Sihor’ Mlootes 
other ectri- 
<p eall Heated 


Appliances, 


4 

‘FASTEST SOLDERING 

LOWEST SOLDERING COST 
VULCAN ELECTRIC COMPANY 


225 VARICK STREET 
NEW YORK, N. Y. 
WELL AND FAVORABLY KNOWN FOR 25 YEARS 

















We are manufacturers and distibutors under the original 
Grady patent-- STOCK GRADY WEDGES for an extra 
profit at your Tool Counter 


LANDON P. SMITH, INC., Irvington, N. J., U. S. A. 
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To Retail for 10 
cents 


HAVE YOU 
CONSIDERED 


TRO 






HAND GARDEN TOOLS FOR SPRING SALES 





LITITZ, PA. 





Sturdy, attractive hand garden tools finished in baked en- 
amel packed one dozen to areshipping case- No re-packing 
necessary. All stores handling seeds, bulbs, plants, 
should carry these handy garden tools. Write for prices. 


ANIMAL TRAP COMPANY OF AMERICA 


NIAGARA FALLS, ONT. 




















OPAL ZINC COATED, 
WHITE SATIN FINISH 


ADE from the best hard 

drawn steel wire, full 
gauge and evenly woven. 
Smooth, streakless surface— 
weather-resisting and resilient. 
Stays flat when unrolled. Heav- 
ily zinc-coated and covered with 
transparent flexible lacquer to 
prevent soiling or discoloration 
—preserves the White Satin 
Finish. 


Back of These Brands 
of SCREEN CLOTH 


GINCE 1892 this company has been engaged 
exclusively in the manufacture of insect 
cloth and has been responsible for most of 


the developments in this product. These 
well-known brands have constantly given 
complete satisfaction to dealers and their 
customers. They are in high favor with 
dealers who know screen cloth! 


LIBERTY BRONZE 
GOLDEN OR ANTIQUE 


ADE from hard drawn 

bronze metal wire, 90% 
copper and 10% non-corro- 
sive alloy, full gauge, per- 
fectly woven with uniform 
mesh and with straight lines. 
Two finishes are available— 
Golden Bronze or Antique 
Bronze — covered with trans- 
parent flexible lacquer to pre- 
vent discoloring or soiling. 


Distributed Through Leading Hardware Jobbers Everywhere 
NEW YORK WIRE CLOTH COMPANY 


EXECUTIVE OFFICES .. . 


. 500 FIFTH AVENUE 
Factory, York, Pa. 


NEW YORK CITY 
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CLASSIFIED ADVERTISING 
RATES 


Positions Wanted Adver- 
tisements at Special Rate of 
one cent a word, minimum 
fifty cents per insertion. 











Use the “Classified Opportunities Section’? to Reach Hardware Manufacturers, 
Manufacturers’ Agents, Jobbers, Jobbers’ Salesmen, Retailers and Retail Salesmen 


THE FOLLOWING RATES 


apply to “Help Wanted,” “Business Oppor- 





tunities,” “Sales Accounts Wanted” and 
“Sales Representatives Wanted” advertise- 
ments. 

Set Solid, Minimum of 50 words..... $3.00 
Each additional word.......+.-+ 0 
All Capitals, Minimum of 50 weeds. « 4.00 

Each additional word........++ .06 


Allow Seven Words fer Keyed Address. 





Remittance Must Accompany Order 


Samples of merchandise, literature, catalogs, etc., will not be forwarded 


BOXED DISPLAY RATES 
1 inch ..... oeeee se - 85.00 
Each additional ‘inch 4.00 


Discounts for Classified Advertising 
4 insertions. 10% off; 8 insertions, 15% eff. 
Due to the special rate, these discounts de 
not apply on Positions Wanted Advertise- 


ments. 








HARDWARE AGE is published every ether 
Thursday. Classified forms close Nine Days 
previous to date of publication. 
ry your advertisements and regiles te 
HAR RE AGE, Classified Opportunities 
ao. West 39th St., New York City. 











BUSINESS } CEPORTUNTENES 


SALES REPRESENTATIVES WANTED 


POSITIONS WANTED 





FOR SALE—WHOLESALE AND RETAIL 
HARDWARE STORE. Established 25 years. 
Inventory approximately $40,000. Advantageous 
lease can be arranged. Ideal location in subur 
of New York City. Business offers splendid 
possibilities. Address Box B-357, care HARDWARE 
Ace, New York City. 





WALL TEXTURE AT BARGAIN PRICE— 
Have several thousand pounds of “Duralith” wall 
texture (white) for sale at $10 per 100 pounds, 
FOB Flushing, L. I Address ray a By 
150-01 Roosevelt Ave., Flushing, 








SALES ACCOUNTS WANTED 





NEW LINES WANTED—OLD AND ES- 
TABLISHED MANUFACTURERS’ _ REPRE- 
SENTATIVES WITH MANY YEARS OF 
SUCCESSFUL SELLING EXPERIENCE IN 
THE SOUTH _AND _ SOUTHWESTERN 
STATES DESIRES ONE OR TWO NEW 
LINES ON _ SALARY OR Coane 
BASIS. WE on kc THIS TERRITORY 
WITH MEN NOW_ THE TRADE 


BUSINESS. ADDRESS 
OF HARDWARE AGE, NEW YORK CITY. 





NEW KIND METROPOLITAN SALES DIS- 
TRIBUTION. 7,000 square feet warehouse fa- 
cilities. Excellent contacts jobbers, department 
stores, chain stores. Sell for your account, com- 
mission basis. If attractive will purchase out- 
right. Handle your New York Problem every de- 
tail. Extraordinary opportunity for you. pen- 
ings for selected lines. Address Gould Enterprises 
Corporation, 20 West 21st Street, New York City. 





MANUFACTURERS’ SALESMAN WHO 
HAS WIDE acquaintance with architects, con- 
tractors, hardware jobbers and department stores 
in Western New York would like one or two 
profitable lines on commission basis. Have cov- 
ered section from Albany to Buffalo for fourteen 
years. Address Dwight L. Smith, 531 Wellington 
Ave., Rochester, N. Y. 





MANUFACTURER’S AGENT WITH EIGH- 
TEEN YEARS’ successful selling wants connec- 
tion with reputable manufacturer of household 
or hardware items for wholesale hardware and 
chain stores. Territory Minnesota, North and 
South Dakota. Address Box B-379, care of 
Harpware Ace, New York City. 





FACTORY LINES—STOCK WAREHOUSE. 
OLD, established firm covering 10 States, is in- 
terested in a few additional lines. Send informa- 
tion. Address Eastern-American Mdse. Co., 2621 
Olive St., St. Louis, Mo. 








SALES REPRESENTATIVES WANTED 





REPRESENTATIVES WANTED FOR MIS- 
CELLANEOUS LINE of builder’s hardware and 
specialties made in the Middle West. Write, giv- 
ing full data on territory covered, experience and 
organization. Address Box 7532-A, Harpware 
Ace, 802 Otis Bldg., Chicago, III. 
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DISTRIBUTORS WANTED BY MANU- 
FACTURER of hardware specialties having un- 
usual sales appeal and competitively priced, with 
remarkable record of repeat sales, selling to whole- 
sale and retail hardware, chain and department 
stores, sash and door mills. Exclusive territories 
given to men with proper qualifications. _Give 
full particulars first Lake. Address Box B-374, 
care of HarpwareE Ace, New York City. 





PROMINENT MANUFACTURER OF POP- 
ULAR HOUSEHOLD metalwares line requires 
additional representatives in several choice terri- 
tories. Must have following with department 
stores, jobbers and large retailers. Liberal com- 
mission basis. Advise lines now carried when 
replying. Address Box B-378, care of HARDWARE 
Ace, New York City. 





OPPORTUNITY FOR SALESMAN CALL- 
ING ON Hardware and Department Stores, with 
an excellent sideline, to build a profitable repeat 
business, exceptional good commissions. xive 
complete information as to lines carried, experi- 
ence, and territory covered, in first letter. Ad- 
dress Box B-377, care of HarpwarE AGE, New 
York City. 





. 


WANTED: EXPERIENCED CUTLERY 
MAN FOR Ohio, Michigan, Indiana, to handle 
well-known line kitchen and table cutlery on 
commission basis. Must have definitely estab- 
lished route and good knowledge of cutlery and 
the trade. Non-conflicting lines no objection. 
ae tr Box B-375, care of Harpware AcE, New 

or Aty. 








HELP WANTED 





LARGE WHOLESALE HARDWARE AND 
HOUSEFURNISHING HOUSE requires _sev- 
eral salesmen to cover Suffolk County, West- 
chester, Connecticut, New Jersey, Hudson, Essex, 
Union, and Bergen’ Counties. Commission basis 
only. Must know line thoroughly and have fol- 
lowing in sections mentioned. None other need 
apply. Address Box B-319, Harpware AcE, New 
York City. 





ROPE SALESMEN WANTED—PHILIP- 
PINE MADE Manila Rope sideline, long estab- 
lished trade necessary, 5% commission. Write 
fully about yourself giving references. Address 
Box B-337. care Haroware Ace. New York City. 








POSITIONS WANTED 








A DIRECTOR OF SALES—AVAILABLE for 1934— 
Of long standing association and executive contact 
with hardware jobbers throughout the United States 
—trained in correlating sales, advertising and pro- 
duction—sales promotion and market analysis—field 
sales. Of wide experience in the selection—training 
and direction of salesmen—layout of territories— 
prospect and customer follow-up—correspondence—gen- 
eral supervision. One who has actually done the jobs 
he directs from junior to senior salesman—district 
manager—branch manager—asst. sales manager—gen- 
eral sales manager—and who has always carried large 
volume of personal sales 

Address Box B-376, c/o Herdware Age, New York City 




















NOW AVAILABLE—A GOOD MAN. Experience 
and close relationship with the customer is the foun- 
dation of successful salesmanship. Mr. Manufacturer. 
are you irterested in securing the service of a man 
that bas these qualifications? For many years have 
been contacting with the Hardware and Supply Job- 
bers throughout the United States. The economical 
and industrial situation has made it possible to add 
to your sales staff an experienced salesman at no 
greater expense. Not interested in any commission 
proposition or investment. Address Box B-342, care 
of Harpwarke Acp, New York Cly. 








Hardware Personnel 


FOR THE HARDWARE 
AND 
ALLIED INDUSTRIES 


WHOLESALE RETAIL 


Men and women are registered in this bureau who 
ean successfully fill any position listed below. Well 
recommended and trained in their occupations. 
MANAGERIAL DEPARTMENT 

Assistant managers, department managers. 
SALES DEPARTMENT 

Assistant sales manager, salesmen, inside and 
outside, sales correspondents, price elerks, order 


clerks. 

PURCHASING DEPARTMENT 
Buyers, pick up boys. 

OFFICE MANAGER 
Cashier, bookkeeper, 


clerks. 
SHIPPING DEPARTMENT 
Shipping clerks, assistants, 


porters. 
stock ngs ing 
Stock men, order pick 
ADVERTISING AND PUBLICITY 
bo meagpo aaa circular layout men, ma- 
chine opera 
CREDIT DEPARTMENT 
men, assistants, collectors. 
BILLING DEPART 
Pricing clerks, billing machine operators. 
RETAIL DEPAR 
Managers, assistants, cashiers, counter clerks, 
store salesmen, store boys, shipping clerks, re- 
ceiving clerks, locksmiths, repair men. 
NO CHARGE TO EMPLOYERS FOR THIS 
SERVICE 


This is the only employment agency which special- 
izes in the hardware and allied industries. 


Associated Placement Bureau 


152 West 42nd Street, New York City 
Wis. 7-1802, (803 


stenographers, clerks, mail 


truck or chauffeurs, 














SALESMAN AND EXECUTIVE WITH UN- 
USUAL RECORD of accomplishments as man- 
ager of general hardware and mill supply house, 
also as Traveling Salesman and sales executive of 
hardware jobber, is seeking connection with either 
retailer, wholesaler or manufacturer. Thoroughly 
experienced merchandiser and_ store engineer. 
Capable of assuming responsibility, and getting 
results. Address Box B-373, care of HARDWARE 
AcE, New York City. 





HARDWARE EXECUTIVE, OVER_ 30 
YEARS’ experience in Wholesale and Retail 
Business as Buyer, Merchandise Manager and Sales 
Promotion in General Hardware, Mill Supplies, 
Cutlery, Sporting Goods, House Furnishings, 
Electrical ge p ie ae all Depart- 
ments. Retail Sales, $450,000; age 49; live in 
Central States. Address Box B-363, care of 
Harpware Ace, New York City. 


HARDWARE AGE 
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e CLASSIFIED OPPORTUNITIES e 





POSITIONS WANTED 


POSITIONS WANTED 


POSITIONS WANTED 





HARDWARE EXECUTIVE SEEKS CON. 
NECTION—manufacturer or jobber of hardware; 
experience, 30 years; with important wholesale 
hardware firms, with executive ability above the 
average, who knows hardware, mill supplies, 
cutlery, sporting goods, plumbing supplies, farm 
implements, builder’s hardware, hotel and restau- 
rant supplies. More important still, I know 
merchandise values—what sell best, at what 
price. Can take full charge as head or depart- 
ment buyer, sales promotion work and _ sales 
managing, or work happily under another able 
executive. _ My salary requiréments will not 
bother you if. you want me. While interested in 
executive position, a sales position will also be 
acceptable. Address Box B-336, care HARDWARE 
AcE, New York City. 





RECOMMENDED BY MANUFACTURERS 
AND JOBBERS. Young man, 41 years of age, 
with executive ability and 20 years’ experience as 
salesman and buyer, inside and outside, wishes 
position in a higher-grade, retail, hardware, tools, 
paint, plumbing, electrical and housefurnishing 
supplies. Can take full charge as head of any 
or all above-mentioned departments, or assist in 
sales promotion. My compensation secondary con- 
sideration. Willing to go anywhere. Address 
oo B-372, care of Harpware Ace, New York 

ity. 


SALESMAN, 38, SPECIALIZING IN PLUG- 
GING and pioneering to fullest advantage ar- 
ticle of merit, desires position selling mechanical 
or non-mechanical article. Capable of selling mer- 
chandise which might be too intricate for ordinary 
salesman to dwell upon. Also capable of doing 
missionary work and then lining up jobbers and 
wholesale trade. Has a complete following in 
the hardware and electrical supply trade in the 
New York metropolitan territory. Eight years 
with last concern. Salary or drawing secondary 
to article of merit. Address Box B-371, care of 
Harpware Ace, New York City. 





HARDWARE SALESMAN, 36 YEARS OLD, 
singe, no dependents, go anywhere in Southeast; 
seven years’ retail experience, ten years’ experi- 
ence on road for the big jobbers. Prefer job as 
manufacturer’s representative, but will consider 
anything connected with the hardware business. 
Satisfactory reference. Address Box 5, Tifton, 
ya. 








EXPERIENCED HARDWARE MAN, WELL 
EQUIPPED mentally and physically to give 
good service, desires position in Northwest or 
Rocky Mountain district. Have served as both 
inside and outside salesman, stock-man and ship- 
ping clerk. Thirty-nine years old, in good health, 
Christian, sober and industrious. Reliable and 
have ability to produce. Address Box B-367, care 
of Harpware Ace, New York City. 








AMBITIOUS, EXPERIENCED 
MAN, AGE 30 


in general and builders’ hardware and farm ma- 
chinery with faith and confidence to show profits 
now desires position with a firm who will allow 
part of salary to be invested in business. Can 
show past successful record of managerial and mer- 
chandising ability. Address Box B-332, care of 
HarRpware AGE, N. City. 














ACCOUNT, AUDITOR AND ALL-ROUND 
OFFICE MAN desires connection with responsi- 
ble, progressive firm anywhere. Refined, neat, 
rapid, accurate. Have had experience in hard- 
ware, housefurnishings, plumbing, sheet metal, 
paints, sporting goods and kindred lines. Age 
44, steady, sober and reliable. Can open, close, 
install systems, departmentalize, etc. Reasonable 
salary; best of references; bond. Correspondence 
a pleasure. Address Marion, Lock Box 319, 
Perry, Iowa. 





YOUNG MAN, 21, EXPERT LOCKSMITH, 
and experienced hardware clerk; handy in _re- 
pairing door checks, glazier work, odd electrical 
jobs, etc.; experienced on Fox locks, metal doors, 
etc.; would like to connect with lock manufactur- 
ing concern. Address Isadore Polonsky, 364 
South First St., Brooklyn, N 














HE ADVERTISED IN THE RIGHT MEDIUM 


This man wanted to represent a good hardware 
manufacturer—he told his story in the Classified 
Opportunities Section of Hardware Age— 


A nationally known company replied to his adver- 
tisement and he secured a desirable position through 
advertising in the right medium. 


HARDWARE AGE is noted for quick results— 
try it—send your ad to— 


HARDWARE AGE 


Classified Opportunities Dept. 


239 W. 39th Street 


New York 








MARCH 15, 1934 
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REMCO PRODUCTS 








OPTIMUS N9O45 


KEROSENE STOVE JHUMB 


TACKS 


FLAT HEAD 





BURNS KEROSENE OR GASOLENE 
CAMPINGO N91 


METAL BED TYPE 


COMBINATION > 
STOVE HEATER 


WIDE EYE 
TUFTING BUTTON 








DOMES .; SILENCE 


il 
- ate . ein 


SOCKET TYPE 


RUBBER CUSHION GLIDES 


> MONOPOINT EMCO 
GLIDES FELT FEET 


UPHOLSTERY 
NAILS 


p Noo “7 ANE 
S ae 
a! 
DOUBLES 
CLOSET SPACE 
NO 210 











2 


A 





7 
ORIVE ON TYPE RE *wG 

AOVUSTABLE ees 
4 TO 24 INCHE 


A No. 9H 


ae 
Pir 
ae 
"% 
" 
a“ 
ADJUSTABLE 


DORAK | 


14 TO 24 INCHES 
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ALL RUBBER 





KEROSENE LANTERN REMCO REAL CARVED WOOD MOULDING KEY CAPS 
Robert E. Miller, Inc. | Ask your Jobber and see that our 35 Pearl Street, 
Domes of Silence, Inc. Trade-Mark appears on each pack- 


Swedish Optimus Co., Inc. | 





age. If he is not supplied—uwrite us. 


New York, 
| N. Y. 




















Steel Brick and Mortar + Hods 


-- 


No. 158 Mortar, No. 162 Brick, 
26”x12” x 11%” deep 22”x10"x7” deep. 
Have been used for years because of their strength 
and lightness. No dripping onto the user’s back. 
They are all steel too. 
Present Prices Will Interest You 
Made by 
THE CLEVELAND WIRE SPRING CO. 


kK. 48th St. and Hamilton Ave. Cleveland, Ohiv 





THE [UFKIN foULe (0. 








[UFHIN TAPES— 
RULES and TOOLS 


In distributing them the dealer sells perfect 

satisfaction in the form of accurate mark- 

ings, easy, convenient operation and long 
service. Handle them with confidence. 


Send for Catalog 


SAGINAW, MICHIGAN 


106 Lafayette St., New York City 














Bommer 
—— Floor Hinges 


Suitable for 
all sizes and 
kinds of 
doors, metal] 
or wood 





Write for lustrated catalogue 


Bommer Spring Hinge Co., Brooklyn, N. Y. 
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SAMSON CORDAGE WORKS 


BOSTON, MASS. 


Yate) o a 0) .9 BD 


SAMSON SPOT, PHOENIX and SACHEM brands 
each the standard of quality for its particular use. 


“There IS a Difference in Sash Cord”’ 
OTHER BRAIDED CORDS: COTTON TWINES 


Send for catalogue, samples and selling information 





HARDWARE AGE 
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BURGESS 
SES 


4 


of Great Explorers 
and Good Dealers! : 









ELLSWORTH 
USES BURGESS 


The Ellsworth Flight Ex- 
pedition, thousands of 
miles from civilization, 
relies on BURGESS Bat- 
teries to furnish the all- 
important portable power 
that dares not fail! 


NEW 400 HOUR 
DRY ‘A' BATTERY 


Retails at only $3.20—provides “A” battery power 
at less than 1¢ an hour! Over 2,000,000 owners of 
battery operated sets are your prospects. Speed 
up your turnover—increase your profit—with this 
bigs fast selling BURGESS “A” battery. @ Developed 

f ? in the BURGESS Laboratories for use with 2-volt 

















































f f ——_ * ry 
; } Qin tubes, the new BURGESS “A” Battery is 100% 
} ; PAS if DRY! Moreover, it is hermetically sealed. Re- 
¥ quires no servicing with water or chemicals. No 
~~ injurious acids to fear. Operates in any weather, 


even at low temperatures. Easy to handle. Weighs 
only 15 pounds. Can be used in any position. Cover 
in attractive mahogany color. @ PROFIT with 
BURGESS in 1934. Sell this quality line of Radio, 
Flashlight, Lantern and Ignition Batteries . . . the 
first choice of great explorers like Ellsworth— 


Sem yi ; 
ee ey Mca Re always the first choice of good dealers. 
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fl BURGESS BATTERY COMPANY 
i FREEPORT, ILLINOIS 
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Sell New CLASS" 
In Rim Fire .22s 


Sell New SPEED, 
Finest .22 Hornet 
ACCURACY 


3 TIMELY SPECIALS 
BY WINCHESTER 


py UILD up your business in shooters’ holiday equipment—pep up month after 
B month of gun and ammunition sales ahead of your hunting season. Sell the 
Winchester Model 54 Hornet to shooters who want big-bore performance in a .22. 
New higher velocity Super Speed cartridge—2625 f.p.s. For all varmints below 


bears—for four-legged game below deer—for turkeys. Also the finest target rifle 
in its class. Low report—almost no recoil. Safer shooting in settled localities. 

Sell the Winchester Model 63 to those shooters who want a rim-fire .22 that 
has all the speed and convenience there is—that has real movie gun appeal. Speed 
—range—power—accuracy—with low ammunition cost. 

Sell the Winchester Model 42 to that fast growing crowd of men, women, 
and young shooters who are now “discovering” .410 bore shooting—its fascina- 
tion, its economy. A repeating shotgun so light that anyone can handle it—yet so 
remarkably good that T. E. Price used it to win the 1934 Florida State Skeet 
Championship over guns of all other gauges—12, 16 and 20—with 92 x 100. De- 
pendably puts crows, hawks, rabbits, quail, snipe, pigeons, doves, partridges 
(“pheasants”) definitely on the spot at 30 yards. 


WINCHESTER REPEATING ARMS COMPANY 
NEW HAVEN 


Your Jobber will handle orders promptly. 


Order NOW 


HARDWARE AGE 











